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Miracles in metals set the pace for better living 


Striking new developments and constantly improved 
techniques in the metals industries of America have 
made living today safer, easier and more comfortable 
for all. And in metals, as in so many other progressive 
industries, sales messages find their finest, most effec- 
tive expression on Oxford quality papers. Oxford 
grades are fit foundation for pages that sell. 


xford Papers 
Help Build Gols 


OXFORD PAPER COMPANY, 230 Park Ave., New York 17,N.Y. ¢ OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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| Next Month in AR... . 


Miss Universe — Beauty for Promotion 
Here is the story behind the world famous Miss Universe Beauty Pageant, 
which reaps reams of publicity every year. To the average laymam, it's just 
a beauty contest . . . but for the sponsors—particularly Catalina Swimsuits— 
it presents a golden promotion opportunity. 


Elsie — Borden's Living Trademark 
One of the most popular personalities in America is a cow—Borden’s fa- 
mous Elsie. This year alone, her visitor list included almost two million 
Americans. She appears at various public gatherings throughout the coun- 
try—traveling 10,000 miles a year making friends for Borden. 


When Your Package Misfires at the Point of Sale 
There’s a profitable solution for practically every product—regardless of 
type or size—when it fails to do its “duty” at the point of sale. Package 
designer Alan Berni presents eight case histories which show what has 
been done to give a variety of products more sales appeal. 


Idea Album — A New AR Feature 
A new feature joins the list of AR regulars next month—Idea Album. Each 
month, AR will present a selection of special “ideas” which are worth keep- 
ing on file for future reference. Each will be indexed and presented so that 
it may be easily clipped and pasted on a 3x5” file card. 


@ Truck Posters Arouse Brand Consciousness 


John J. Felin & Co., Philadelphia meat packer, needed a program to build 
brand consciousness. The answer: Clever, appetite-arousing truck posters. 


@ Identity With Distinction 
Miami Beach's famous Hotel Algiers has made extensive use of a single 
typeface—Legend—to create a distinctive mood. 

e@ Choosing the Best Art Medium for the Job 


An art director discusses the main factors to be considered before deciding 
on the proper method of art preparation. 


@ Do's & Don'ts for Color TV 


Color tv presents some special problems for advertisers. An expert with 
early experience in this new medium presents a helpful list of tips. 
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Thi 
P P TT printing industry has established performance 


standards for various types of jobs. Paper can 


has made 


of paper is under his control. And a comparison of 
St. Regis performance records with established industry 
standards inevitably points to the right choice. 


Name of Printer on Request 


justly be said to be the major factor in achieving these 
industry standards. And St. Regis papers make the 
difference . . . because St. Regis builds its fine printing 


grades to help the printer equal or excel industry 





standards. His equipment is already set, he cannot 


alter the specifications of the job... only the choice 










CC . die-cut table tent card, 4-color process 
Record Q it 925,000 
IIS ip Sin hale dick Sipe aerat pNea adit Sy oes =i 5 6 aes 
of the use o 2 
f f Forms eh 2] up on 20 xX 30 sheet, No. 2 Kelly Press 


St. Regis White 96 lb. Cellufold Enamel 


RE sd rent hate ue 8 Cadac ae . 20x 35 


ON ss oo iccleR dteroie ee Diba e oaldiy bard nas eee 






Results Obtained 






Cellufold 
Performance 


Industry 
Standards 





5.7 hrs.each form | 5 hrs. each form 
22.8 hrs. in all 20 hrs. in all 






















A SERIES OF EXHIBITION 
PIECES HAS BEEN PREPARED, 
DEMONSTRATING THE FINE 
RESULTS OBTAINABLE WITH 
ST. REGIS FINE PRINTING 
PAPERS. A WIDE RANGE 
OF SUBJECTS AND 
METHODS IS ILLUSTRATED. 
WRITE FOR THESE ST. REGIS 
PAPER DEMONSTRATORS ‘si cok b as book iacl t f ] 
OR ASK YOUR PRINTER AS tin many JOOS such AS DOOK JaCKetS, CAaLaLOg Covers, 
FOR THEM. menus, labels, envelopes and others . . . the problem 
here was to provide for fine reproduction in detail plus 
long-wearing strength, Cellufold was successful in this 
job because it combines a Bleached Tacoma Kraft 
Workability rawstock with a bright, highly plasticized coating .. . 
hie the ideal elements to meet the requirements. The inks and 
vanlag varnish used stood up beautifully on Cellufold’s surface. 


Makeready Time 

















Running Time 


(Impressions per hour) 




















St. Regis Printing Papers are manufactured by 
St. Regis Paper Company, one of America’s largest St. Regis Sales Corporation 


paper manufacturers, with resources ranging from Sales Subsidiary of the St. Regis Paper Company 


230 Park Avenue, New York 17, N. Y. 


raw materials in its own forest preserves to modern 


mills and plants and nation-wide distribution. 


St. Regis printing papers are backed by performance records 
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NEW YORK DETROIT 


... founded on delivering 
a FULL MEASURE 


of QUALITY REPRODUCTION 


for MAGAZINES + TRADE PAPERS + NEWSPAPERS 


For more than half a century, The Rapid Electrotype 
Company has specialized in the quality reproduction 
of original materials for letterpress printing. Our 
growth since the turn of the century has paralleled 
the swift advances made in the quality of magazine, 
trade paper and newspaper advertising and in the 
art of printing. Today, with five plants conveniently 
located from coast to coast, we are providing the 
finest and most diversified service for the production 
of electrotypes, plastic plates and mats in any 
quantity. It is a service depended upon by leading 
advertisers, advertising agencies, publishers and 
printers across the nation. 


Call in Rapid when you want the kind of reproduc- 
tion that preserves your investment in original art, 

Secu iia’ : Cetin SAN FRANCISCO 
engravings, advertising space or printed pieces. 


THE RAPID ELECTROTYPE COMPANY 


AD-ELECTROS « MATS «¢ PLASTIC PLATES ¢ R.O.P. COLOR MATS «¢ ATLANTICTYPES + JOB ELECTROS 


for quality NEW YORK CINCINNATI DETROIT PHILADELPHIA 


Atlantic Electro. & Stereo. Co. ‘Rapid ElectrotypeCo. Northern Electrotype Co. © Rapid Electrotype Co. Rapid Electrotype Co. 
repro duction VAnderbilt 6-0900 PARkway 3577 TRinity 5-6780 Rittenhouse 6-5902 DOuglas 2-8427 


CHICAGO: Sales Office, DEarborn 2-2016 HARTFORD: New England Sales Office, JAckson 2-1837 


SAN FRANCISCO 
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JUST BETWEEN US 


There’s No Substitute for Quality... 


A supermarket operator, addressing a group of merchandising men 
in New York recently, referred with great feeling to the kind of "junk" 
which he said some manufacturers use for dealer premiums. He spoke par- 
ticularly of the costume jewelry offered by one leading house, and added, 
"Did they really think I would want to give that to my wife?" 









A merchandising man who works closely with department stores told 
me not long ago that in dealing with these great establishments, he has 
found that quality is all-important. Materials for display and other 
merchandising purposes which are not in keeping with the prestige and 
Standards of quality for which leading stores are noted get thumbs-down 
immediately, and no matter how good the idea or the basic design, the 
promotion value is lost because of poor production. 












While all advertising and promotional costs have risen, along with 
all other commodities and services, during the period of inflation of the 
past fifteen years, these costs are still moderate when the sales objec- 
tives are taken into account. Thus the addition of quality will not 
increase costs seriously if the potential is realized, whereas the entire 
investment may be lost if the material does not reflect a policy of 
quality production. 



















For all of these reasons, it seems to me that advertising sup- 
pliers will do themselves and the business more good by thinking and 

preaching quality to their own staffs and to their customers instead of 
trying to cheapen output merely to meet a price. There has never been 
any substitute for quality, and this is truer of advertising materials 


than most other products business buys. 
ee 


G. D. Crain, Jr. 
Publisher 
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Many an advertising agency production man will 
recognize himself in this picture. To those who 
do, International Color Gravure can offer imme- 
diate aid. 


International is a gravure-engraving service house 
that has been preparing color positives and meet- 
ing closing dates for rotogravure publications for 
many years. A shop in which the owners are the 
operators, International is staffed with skilled 
technicians in the art of rotogravure, men who 
are responsible for many of the developments 
which have brought gravure printing to the high 
standards it has reached today. 


If you are the man pictured on this page you can 
change the picture in one motion. Let Interna- 
tional Color Gravure take over your rotogravure 
schedules and you can check those closing dates 
right off your list! 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-460] 


SUPERTONE, INC. 


480 Lexington Ave., New York17, N.Y. Telephone Plaza 3-9468 
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THE EDITOR'S 
NOTEBOOK 


Maybe we're jinxed. Last month 
we had to postpone the ninth in AR’s 
series on Advertising Copyrights be- 
cause author Robert J. Burton got 
tied up with field trips. So we re- 
scheduled the article, which will deal 
with copyrights in the field of radio 
and tv, for this month. But no such 
luck! Mr. Burton, the hard-working 
vice-president of Broadcast Music 
Inc.,had to make a last minute trip to 
Europe and had no time to put the 
finishing touches on the article. It'll 
be touch-and-go, but we’re hoping 
to make the deadline for the Decem- 
ber AR... just a few days after 
Mr. Burton’s scheduled return to the 
U.S. We've got our fingers crossed. 


> Undeveloped Advertising Cam- 
paign of the Year. Associate 
Editor Bert Enos returned from his 
vacation with some colorful tales of 
Hurricane Carol, which added a 
touch of excitement to his stay in 
Massachusetts. In the course of his 
colorful reports, he mentioned some- 
thing that started “the wheels turn- 
ing.” 

He told how residents in the hurri- 
cane danger area were urged to keep 
their radios on for up-to-date re- 
ports and instructions. Only trouble, 
he said, was that when the hurricane 
struck, one of the first victims was 
the power supply .. . “and all we had 
was an electric radio.” 

We've got to hand it to the radio 
promoters for stressing the impor- 
tance of radios in the event of most 
any emergency .. . but it seems to 
us that the radio manufacturers have 
missed a real golden opportunity to 
sell thousands of additional sets— 
portable battery-operated sets ready 
for use in any emergency. 


Electrical power is often the first 
victim in many kinds of emergencies. 
Nearly every community in the 
country goes through some period 
every year where the power lines 
are down ... and the citizens are 
hungry for up-to-the-minute infor- 
mation, usually available by radio. 

And what excellent opportunities 
these powerless periods are for spot 
advertising campaigns promoting the 


sales of battery radios. Then, of 
course, there are the continuing Civil 
Defense promotions which fre- 
quently stress the importance of 
radio in keeping citizens informed. 

Maybe some enterprising radio 
manufacturer has already made cap- 
ital of this theme—but if he has, we, 
at least, have been left unreached 
by his message. Why not a special 
set built around this theme? 

We’re glad to offer this suggestion 
free to anyone interested ... and 
will gladly expound at length while 
our readers are busy saving up their 
pennies to buy a portable for the 
next emergency. 


> Looking for an unusual business 


OORCRECROEREEURCOREEREOCEOREEREORORHGCERORGOREREOEROCERRCORECHOCERGRROHECEECEOOERDCEROROGEESOTECRGOEGEEOUROCROOCHCCEOREGOCCCCCRECRCEROCSORGRCGRORERRCRORORRRROREES 


Display typefaces in this issue .. . Page 27—-Dom Casual & Spartan Heavy 


Italic; 31] Bernhard 


Modern Bold & Bodoni Bold Italic; 35—-20th Century Ultrabold & Spartan Black Italic; 43—Bodoni 
Campanile & Bold Italic; 49—-Bodoni Campanile & Bold Italic; 53—Eve Bold & Spartan Heavy 


Italic; 59—Venus Extrabold Extended & Spartan Black Italic; 67 
& Brody; 75—tydian Bold & Bold Italic; 79—hand-lettering, Karnak Black 


-P. T. Barnum; 71—Studio Bold 
Italic G Cairo Bold 


85—-Studio Bold & Spartan Black Italic; 90—Brody; 91—Rondo Bold & Spartan Black Italic; 97— 


Rondo Bold & Spartan Black Italic; 103 


—Caslon Bold Italic G Bodoni Bold Italic 
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If every day seems dark 

J and cloudy and you seem to 
have more than your share 
/ of problems—let us help 
chase your gloom. We've 
made a business of helping 
busy production men and 
advertising executives; and 
whether you use one service, 
or all seven, you'll be 
pleased with 

the help and 

assistance you'll 

receive. Write or 

phone and let us tell 


you more. 


ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 

LITHO PLATE SERVICE 


PONTIAC 


Cugraving and Cleclrolype o. 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 
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Are You Paying 
for Engravings? 


OME items are higher priced than 
others... not necessarily because 
they are better quality, but be- 


cause of higher sales costs involved. 
Salesmen must be paid, you know. 


But when it comes to engravings, 
our customers are fortunate. Ever since 
G. R. Grubb & Co. was established 
(1909), the majority of orders have 
come in the front door or by mail. We 
don’t need a sales force. Our only 
“traveling man” spends most of his 
time strictly on helpful service calls. 
As a result, there are no large sales 
costs added to our prices. And when it 
comes to quality or service, we'll get 
in the ring with any other engraver 
who dares to compete. 


We would like to work for you. If 
located anywhere in the Midwest, 
you're only as far away as overnight 
mail. Try us with one order (anything 
from complicated four-color process 
to the simplest line etching) for a 
double check on our quality, service 
and price. Remember, too, that we 
are fully staffed to give top service in 
all types of photography, retouching, 
creative design and finished art. 


HERE'S PROOF! 


We'll be glad to send 
proofs of current jobs so 
that you can inspect (with 
a critical eye) the quality 
of G. R. Grubb & Co. 
engravings, made for 
\ customers over a wide 
area who order by 
mail. And we'll be 
glad to give an esti- 
mate on any job so 


_ that you can compare. 


G. R. GRUBB & CO. 
ENGRAVERS 


Artists* Photographers 
CHAMPAIGN, ILLINOIS 
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card? You'll have to go a long way 
to beat the one used by Robert H. 
Blundred, executive secretary of the 
Screen Process Printing Assn. Int’l. 
It’s, of course, printed by screen 
process—with yellow and red ink on 
a chocolate-colored stock. An eye- 
catcher! 


> Adorning our wall is the new Har- 
ris-Seybold calendar, which is every 
bit as enchanting as its prize-win- 
ning predecessor. Last year, the 
Cleveland printing machinery firm 
began a new series of mid-year 
(July to June) calendars, featuring 
a colorful picture map illustrating 
Mark Twain’s “The Adventures of 
Tom Sawyer.” It turned up as a top 
award winner in a number of com- 
petitions. 

This year, Robert Louis Steven- 
son’s “Treasure Island” gets the fea- 
tured spot. The 27x31” single-sheet 
calendar features a picture map of 
the imaginary Treasure Island by the 


COMPANY 


distinguished illustrator and cartog- 
rapher, Everett Henry, who produced 
the Tom Sawyer calendar map. 

By curious coincidence, artist 
Henry had to follow the same proc- 
ess that Stevenson did, when the 
publishers lost Stevenson’s original 
drawing of the imaginary island. By 
reading the book, page by page, both 
men reconstructed the entire map 
from detailed descriptions provided 
in the text. 

The 1954-55 calendar was pro- 
duced by Brown & Bigelow Co. (St. 
Paul) on a two-color 42x58” Harris 
offset press. The stock is 50% rag 
content ivory offset. A limited supply 
of the calendars is available from 
Harris-Seybold Co., 4510 East 71st 
St., Cleveland 5. 


> Some interesting comments on the 
children’s shopping expedition re- 
ported in last month’s AR (“Kids in 
a Supermarket,” page 31) have come 
from one of the observers—Dr. Er- 


nest Dichter, president of the Insti- 
tute for Research in Mass Motiva- 
tions (Croton-on-Hudson, N. Y.). 
Among Dr. Dichter’s findings: 


e There was a sense of “rediscov- 
ery.” The packages that kids knew 
from tv advertising were chosen first. 
As one youngster said, “I know this 
one so I picked it.” Tv produced the 
highest degree of the sense of “re- 
discovery” among the youngsters in- 
terviewed. Radio was second. 


e They accepted the commercial and 
public relations purpose of the event. 
They were quite well aware of pub- 
licity and advertising. They accepted 
it as basic in the American way of 
life. One youngster approved of “free 
shopping” because “that’s how we’re 
going to learn how to shop when we 
grow up.” They were extremely 
sophisticated about the whole thing. 
Another youngster commented, “This 
is a good publicity idea. They figure 
that now we'll bring Mom back to 
Kroger’s for her shopping.” 

The significance of all this, Dr. 
Dichter said, is that our modern 
youngsters do not resent advertising. 
Rather they accept it as an integral 
part of living. They know about it. 
They talk about it. As a matter of 
fact, Dichter writes, “In some ad tests 
involving the use of testimonials 
which were conducted prior to June 
9 by the Institute, youngsters knew 
so much that they were able to make 
fairly accurate guesses as to how 
much celebrities were paid to give 
their endorsements to products.” 


e There was a feeling of immediacy. 
Sliced and quartered watermelons 
were chosen over whole watermel- 
ons. The children had their choice. 
The whole watermelon represented 
the unknown, a problem. The ex- 
posed watermelon was something 
they knew they could eat. Packag- 
ing and display people might do well 
to re-examine their work and find 
out if they are producing “sliced” or 
“whole” watermelons. 


e Youngsters explained their selec- 
tion of merchandise as simply as 
this: “I like it.” On a deeper level, 
they indicated that each product was 
given a “for me” or “not for me” 
test. This type of classification is sim- 
ilar to that found in our studies with 
adults. The critical ideas of nutrition 
and quality were subordinated at a 
certain level, and the sense of com- 
munication given by advertising, 
packaging, and display, dominated 
the final choice. In the main, the con- 
sumer looks for identification and 
the promise of pleasure when buying 
packaged goods. 

e Invariably, 


in food purchases, 





What makes a carton better? 


one of the features of Gair’s coordinated packaging service 


The best graphic design in the world won't 
help a carton much in today’s market unless 
it’s faithfully reproduced in printing — not just 
once, but run after run. And here’s why Gair 
printing will do just that. 

Gair printers specialize in carton printing. 
They have the finest equipment money can 
buy — including letterpress, flexographic, sheet- 
fed and rotogravure presses. Gair paperboard, 
made in our own plant, is always uniform. 
And our control over the entire process of car- 
ton making assures that your carton materials, 


ROBERT GAIR COMPANY, INC. e 


SHIPPING CONTAINERS * 


155 EAST 44TH STREET e 


graphic design and printing process are per- 
fectly blended. 

Ask vour Gair representative to see a sample 
of the gravure-printed carton that took first 
prize in the 1954 Folding Paper Box Associa- 
tion competition. He'll also show you how 
Gair structural design, graphic design, carton 
production from a variety of materials and 
expert help in mechanical packaging combine 
with Gair printing to give vou a better pack- 
age. Ask him for a copy of Cartons by Gair. Or 


write Department 00. FC.4.4 


FOLDING CARTONS 


NEW YORK 17 


PAPERBOARD 
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If this envelope came from you, 
and inside was a message which merely said, 
"Show us’... ours would be the job of proving that 
we can and do produce photo engravings 
of outstanding quality. 
Why not put us to the test? 
Color and black-and-white ... day and night service. 
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girls copied mothers’ shopping hab- 
its. While we have found the early- 
to-late teenager rebelling quite fre- 
quently against mother’s choice in 
non-food products, the girls at Krog- 
er’s took mostly what they thought 
mother’ might buy. They were not 
radical in their choice of brands or 
types of foods. Dr. Dichter com- 
ments: “Don’t give youngsters — or 
youthful people—the credit for being 
daring. The sense of adventure re- 
lates to the personality of the indi- 
vidual rather than to age.” 


> Prize Tie-In of the Year . . . Ad- 
miral Corp. (Chicago) came up with 
a bonus idea in connection with the 
World Series this fall—a tie-in with 
Shulton Inc. Admiral arranged with 
its dealers to provide 21” tv sets for 
the windows of neighborhood drug- 
gists on which passersby could watch 
Series games. In return, the drug- 
gists presented the Admiral dealers 
$10 gift certificates good for Shulton 
products as well as a credit card 
listing dealers’ names and addresses 
atop the tv sets. 


>The distillers’ idea men must be 
putting in plenty of overtime hours 
this year dreaming up new innova- 
tions in packaging for the holiday 
trade. Our vote at the moment will 
go to the James B. Beam Distilling 
Co., which will offer its bonded elixir 
in a pyrex carafe designed for re-use 
as a coffee warmer or utility house- 
hold container. After all of the fancy 
decanters, most of which are long on 
beauty and short on utilitarian as- 
pects, Beam’s innovation deserves a 
vote of thanks from the thousands 
who appreciate a holiday cup—and 
who, as a result, have ended up with 
a pile of attractive glassware too nice 
to throw away, but too impractical 
to be anything but a growing head- 
ache. 44 
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eA work of art - « « In the art of color printing, paper is an important 


tool. And if you use Hammermill Offset, you'll turn 


out work with sparkling, three-dimensional realism. 
Whiter, brighter, more opaque, this improved paper 
has excellent ink receptivity, dimensional stability and 
freedom from fuzz, lint and flakes. It is available in 
W ove and four handsome embossed finishes— Linen, 


Handmade, Laurel and Homespun—in many weights 


HAMMERMILL | 00 foe s'Cop esc 


for the finest color printing 





READERS WRITE 


Price Tags on Giveaways 


e Your lead-off comments in “The 
Editor’s Notebook” of the Sept. AR 
are interesting in view of the experi- 
ence we have had with our “Tube 
Fitters Handbook No. 111.” On the 
front cover we carried the notation, 
“Price $1.00.” We, of course, are 
happy to give this handbook with 
our compliments to anyone who is 
concerned with the layout or instal- 
lation of tubing systems. We know 
definitely, from numerous reactions 
that have been reported to us from 
our sales engineers and our distrib- 
utor representatives, that this price 
tag had a psychological value in 
building up the demand for the 
handbook, making it more desirable 
and more acceptable. 

Incidentally, we have had many a 
letter enclosing a $1 bill ordering 
this handbook. Also, we have actu- 
ally had orders from _ bookstores 
which apparently are offering our 
handbook for sale. 

S. E. Voran 
Advertising Manager, 
Appliance Co., Cleveland 


Parker 


Miss Beauty in Glasses 


e Naturally, we were very interested 
in your recent comments on “Miss 


Beauty in Glasses,” the winner of a 
nation-wide contest sponsored by 
Bausch & Lomb to find America’s 
most beautiful model who wears 
glasses (Editor’s Notebook, Sept. 
AR). 

Appropos of your comments, we’d 
like to point out that the old adage 
of Dorothy Parker’s — “Men never 
make -passes at girls who wear 
glasses” — has certainly met its de- 
mise. Shortly after becoming “Miss 
Beauty in Glasses,” 19 - year - old 
Libby Booth also became Mrs. Wil- 
liam Clarence Hall. Apparently Mr. 
Hall didn’t share your doubts about 
glasses. 

We're enclosing a picture of Libby 
in her wedding glasses (see cut). We 
think you'll agree that at her wed- 
ding particularly, a gal should not 
only look well, but be able to see 
what she’s getting into! 

Seriously, we feel our contest 
achieves its objective —showing 
America’s 45 million women who 
wear glasses that properly selected 
eyewear can actually be a cosmetic 
and fashion asset. 

We hope that you share with us 
the feeling that no woman in need of 


visual care should neglect wearing 
the glasses she needs—and suffer 
from inadequate vision—because of 
imagined qualms about their effect 
on her appearance. 

Contest entries in the past two 
years have proved to us that there 
are many, many beautiful women 
who look at least as well in glasses 
as without. In many cases there was 
no doubt that glasses actually en- 
hanced their appearance. 

R. H. EISENHART 
Manager, Frame & Case Dept., 
Bausch & Lomb Optical Co., 
Rochester, N. Y. 


Trade Shows 


e We thoroughly enjoyed your arti- 
cles on “How to Get the Most Benefit 
from Trade Shows” (Sept. & Oct. 
AR). 

R. S. McCuen 

Account Executive, Whipple & 

Black, Detroit 


Inexpensive Films 


eI feel obliged to relieve myself of 
certain pertinent observations re- 
garding your article, “Audio-Visuals 
Don’t Have to Cost a Lot of Money 
to be Effective” (Sept. AR). 

The main point of the article is 
based on an untruth. The Reardon 
Co.’s slide film did cost them a lot of 
money ... perhaps even more than 
it might have if it had been produced 
by an established film producer. 

Let me show you what I mean... . 
In any creative endeavor, skill and 
time are involved. Both cost money 

. or let us say, both can be traded 
for money. 

The Reardon Co. believes that it 





Stickin Around 
with KLEEN-STIK 
"STICKLISH’’ SITUATIONS... 


regularly succumb to the sales- 
winning ways of marvelous mois- 
tureless, self-sticking KLEEN- 
STIK. It’s amazin’ what you can 
accomplish building sales with 
this versatile adhesive — plus a bit 
of good old-fashioned imagination! 
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By Gum—What an Idea! 


Here’s a switch—a P.O.P. piece 
designed especially to be covered 
This lifelike reproduction of 
WRIGLEY GUM packages was 
created by the Wrigley art and ad- 
vertising staff as a “‘place card’”’ to 
help stock clerks in stores keep dis- 
lays fully stocked with yummy 
Tales Fruit, Spearmint, and 
Doublemint. Printed on super- 
stickin’ KLEEN-STIK, it’s simple 
for salesmen to apply on shelf, 
counter, or rack .. . yet permanent 
as can be! Handsome printin ~ 
beautifully executed by NEE 
PRINTING CO., Chiesmm. am 
LAMCOTE laminated by ARVEY 
CORP. for lustre and long life. 
Seems a shame to hide it! 


K-S Labels for T-V Tables 

To keep competitive TV sets off 
their glamorous new ‘*Tele-Carts”’ 
in dealers’ showrooms, HALLI- 
CRAFTERS CO. of Chicago wanted 
to identify the tables as their prod- 
ucts, to be used only for their sets. 
Permanent nameplates were styl- 
ishly undesirable, so Ad Mgr. R. AY 
BERMOND “tuned” to these mini- 
ature streamers, backed with spots 
of ever-stickin’ KLEEN-STIK. They 
take only seconds to peel-’n-press 
in place ... hold like lions... re- 
move like lambs. Prestige design 
by RUSS DICKERSON — classy 
printing handled by RAY PFLUM 
for HILLISON & ETTEN CO. 


Whether your sales strategy calls 
for smash or subtlety, KLEEN- 
STIK “holds up” its end of the 
deal. P.O.P. displays for walls, 
windows, anywhere—on a wide 
variety of quality papers — are avail- 
able through your regular printer, 
lithographer or screen printer. He’ll 
gladly give you samples and advice 
. . . and we’ll gladly send our free 
**Idea-Of-the-Month”’ — just write! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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WIRE ADVERTISING DISPLAYS 
Designed - Manufactured 
Warehoused + Drop-Shipped 


> By designing and building 
wire displays for many of Amer- 
ica’s best-known products we al- 
ready have answers to many dis- 
play problems ... one of which 
may solve yours. In addition, the 
same ingenuity which has devel- 
oped so many successful displays 
is available to do the same for 
you. Quality production and 
prompt delivery are guaranteed. 
Let us suggest designs and pro- 
vide quotations promptly, and 
without obligation! Just write for 
the name of our nearest repre- 
sentative who will be glad to dis- 
cuss your problems with you. 


P Save Freight by Drop-Shipping 
From Our Mid-West Factory and 
Warehouse 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


ADVERTISING DISPLAYS 
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saved money producing its own film. 
Actually they spent money that was 
not charged to the film production, 
as would be the case if they hired a 
producer to do their work for them. 

For example: 

e Jack Conner’s time should be 
worth at least $200 per day to his 
company. Let’s say he spent seven 
days working with a script and cam- 
era .. . $1,400. 

e Sidney Edlund’s time must be 
worth $100 per day. Say he spent a 
day:. . . $100. 

e Let’s say that Harold Volgstad and 
Karl McKenzie each put $300 worth 
of time on the project . . . $600. 

e Total: $2,100—plus actual outlay of 
$750. 

So you see they actually spent 
$2,850 on a film. Thousands of sound 
slide films are produced in this price 
range every year, by producers in 
every part of the country. 

We think it’s wonderful for the 
Reardon Co. to produce films and to 
use them to sell goods and services 

.. it serves to advance our industry. 
But let’s not kid ourselves about the 
real costs of any worthwhile creative 
enterprise. 

C. Rosert Ise,y 
President, Pilot Productions Inc., 
Chicago 

While we can’t agree with Mr. 
Isely’s figures, he brings up a very 
important point. Anything produced 
internally has plenty of “hidden 
costs” which should be taken into 
consideration when figuring the end 
price... . Ed. 


That “Arm” Cartoon 


e I certainly am the one other person 
that agrees with Robert Jackson 
(Readers Write, Sept. AR) that the 
“arm” cartoon (page 66, July AR) is 
in bad taste. Safety is a constant 
problem in metal manufacturing and 
this one made me wince. 

GRANT FOLIN 

President, Arlington Aluminum 

Co., Detroit 


@ May I come to your defense against 
the barb by Robert Jackson in which 
he condemned your cartoon used in 
the July AR showing a cut-off arm 
holding a “rush” notice. 

Mr. Jackson states, “No one could 
think it’s funny.” Well, here’s one 
that does—thinks it’s very funny! For 
a few years I worked where “rush” 
memos were used—used so fre- 
quently that my department eventu- 
ally paid them no heed unless the re- 
quest bore a “rush-rush” sticker! 

Apparently Mr. Jackson uses such 
“rush” labels within his own organi- 
zation. It is too bad that poor old 
Noah couldn’t have forgotten about 
the world. We have to use the word 


now and then, but much to our dis- 
gust. I suppose there will always be 
some PM or client or customer who 
can never wait. 

More power to you. Keep up the 
good work all along the way. AR fills 
a definite need within our own or- 
ganization. 

GeorcE O. DILLON 
President, Di’Wan Advertising, 
Springfield, Ill. 

For cartoonist Ed Spahr’s own 

comments see cut... . Ed. 


Christmas Gift Survey 


e... We want to let you know how 
clearly and interestingly we at Auto- 
point thought you handled the 
Christmas business gift question 
(Aug. AR). I thought that the 30-odd 
comments you selected from among 
those of your respondents gave a 
particularly excellent cross - section 
of the viewpoints that we, as business 
gift manufacturers and suppliers, 
find in our day-to-day contacts. 

Business men all have their pet 
prejudices and not least among them 
is the Christmas business gift ques- 
tion. Some are violently opposed to 
the so-called “commercialism” of 
Christmas and see business gifts as 
just another obnoxious manifesta- 
tion of this supposedly growing 
trend. Others feel that these gifts are 
a panacea which, through the great- 
est use and widest distribution possi- 
ble, will somehow smooth the 
turbulent waters of company-em- 
ploye-supplier relationships and 
foster happy, year-long cooperation 
and loyalty. 

Between these two prototypes lie 
the multitude of sensible executives 
who realize the value of judiciously 
using Christmas gifts to implicitly 
say “Greetings,” or “Thanks” to their 
friends, associates, customers and 
family, and with generally the same 
sincerity. 

There is no reason why business 
relationships should be colorless and 
impersonal, even with today’s 





Bic Names cHoose BLACK BOX for large size, 


short-run displays 


Beautiful, color reproductions, 

together with complete versatility 

permitting seasonal changes, has made this an 
outstanding display for nationally known 
clothing manufacturer, Hart, Schaffner & Marx. 


The concealed snap buttons in the rich, oak 
frame permit the inside molding to be easily 
released. Monthly, or seasonal changes can then 
be quickly inserted and the inside molding is 
then snapped back in place. Result—a new, 
fresh-looking selling display that works A »/) 
24 hours a day. . ; { oa your *; aga 
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many other national advertisers are doing, uses 
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Black Box Collotype to secure beautiful, 
faithful, full-color reproductions by using this 


low-cost screenless printing method. 


all-American 
material... 


Investigate the savings YOU can make in aie PAN-AMERICAN 
your printing. Remember Black Box Collotype — 3 


is the dest printing process for short runs of any ee al a POST 
subject matter up to 40” x 64”, in black 


and white or in full color. 


The very next time you're in Chicago 
make it a point to visit us in our 
new, modern printing plant. HART 


4) SCHAFFNER 
- fm «MARX YR 
Phone No. Y/2 | ———_- < 
Avenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, Inc. 
yx Photo-Gelatin Printers + 
Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Kalamazoo Cincinnati St. Louis 
2-6766 Plaza 4218 Central 5068 
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and 
display type 


Ad men find Filmotype a 
particularly happy me- 
dium. It’s so successfully 
money-saving and making! 
Filmoty produces both 
quality Load lettering and 
type .. . pleases clients 
. . . attracts other adver- 
tisers. If you are in the 
“$45 a month category”’’, 
Filmotype’s ‘‘Pay-as-you- 
profit” plan actually means 
what we say — no invest- 
ment! 


First — consider what 
these Filmotype features 
can do for you: 

After \% hour practice, 
anyone can produce sharp, 
black hand lettering and 
type perfect for paste-up— 
in minutes. 

Over 800 up to the min- 
ute styles and sizes from 
12 pt. to 144 pt. 

It’s ‘‘desk-top”’ size... 
easily fits into any agency 
or studio. 


Second — Remember— 
“no investment” value! 


Third — Write for your 
FREE demonstration and 
full details — today! 
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FILMOTYPE 


60 W. Superior St., Chicago 10, III. 
4 W. 40th St., New York 18, N.Y. 
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heightened pace, and Christmas giv- 
ing adds a touch of the human ele- 
ment that, if injected in all of our 
dealings throughout the year, would 
make the business world a much 
more habitable place for many peo- 
ple. 
GEorGE BAUMANN 


Advertising Manager, Autopoint 
Co., Chicago 


Press Release Do's & Don'ts 


e.. . The following letter repre- 
sents my individual opinion and 
should not be construed as rep- 
resenting my company’s opinions or 
policy. Your “Do’s & Don'ts for Bet- 
ter Press Releases” article (Sept. 
AR), like so many AR features, 
makes my AR subscription a boon to 
me. However, I trust you'll grant me 
the right to disagree occasionally. 
1. “Don’t expect the editor to use 
your releases just because .. .” The 
heck I won't! Of ten space salesmen 
that come to see me in the course of 
each week, at least five come right 
out and promise editorial feature 
treatment as an adjunct to my ad. 
The remaining five craftily suggest 
a news paragraph “thrown in” with 
an ad. Nuts! 

2. “Don’t expect the editor to notify 
you if he plans...” Okay, my com- 
pany can afford a clipping service to 
keep tabs on the thousands of trade 
and consumer publications we con- 
tact. But what about some poor PR 
guy just starting in business? Does 
he have to buy the next five issues 
of, say, 1,000 publications to which 
he mails his client’s releases? Think 
of the little guy and his problems, or 
do you think only big corporations 
should afford PR? 

3. “Don’t claim that your particular 
brand is ‘the best made’.” And why 
not? I can name at least five products 
in as many different lines that are 
truly “the best.”” Why shouldn’t their 
publicity guy be able to claim that 
distinction? Let’s be realistic. No two 
products are alike . . . some have to 
be better than others. The consumer 
agrees, so why do you deny that such 
a difference exists? 

4. “Don’t ask to see galley proofs.” 
How many editors stick to the inter- 
pretation of the release, no matter 
how objectively-newsy it is written? 
The editor cannot be an expert in all 
fields. Hence, it should be left to the 
manufacturer to check editorial 
changes for accuracy. 

So you see, no rule is easily estab- 
lished as your editor likes to believe. 
Let us who are knee-deep in this 
sort of thing all day long point out a 
few weak spots. 


ARTHUR BODENHEIMER 
Pocket Books Inc., New York 


Reader Bodenheimer has evidently 
overlooked one of the main thoughts 
underlying the AR article—it was 
based on specific reactions of editors 
and establishes a pattern by which to 
get the widest acceptance of press 
releases. To consider his points: (1) 
Regardless of Mr. Bodenheimer’s 
“case history,” we can back up our 
statement that one of the surest ways 
to get on the wrong side of the typi- 
cal editor is to try to force him to 
use your releases just because you’re 
an advertiser. We know several hun- 
dred editors who firmly believe in 
something generally called “editorial 
integrity.” Sure, they’re interested 
in news from their advertisers and 
prospects ... but only because this 
is the field they cover. (2) We repeat, 
“Don’t expect the editor to notify 
you if he plans to use your material.” 
If it’s his policy to do so, he will. If 
his schedule doesn’t permit such 
time-consuming jobs, your desires 
aren't going to change the picture. 
After all, his main business is to 
provide readers with what they want. 
The same thing holds true for tear- 
sheets. (3) Claiming your brand is 
“best” in a press release only im- 
presses your own boss—not the edi- 
tor. He knows that nearly everyone 
honestly believes his own brand is 
“best” and such references are 
quickly blue penciled from the re- 
lease—and the more blue penciling 
involved, the less your chance to see 
your material in print. (4) Most pub- 
lications have a hard and fast rule 
never to let galley proofs stray out- 
side their own offices, unless they feel 
it absolutely necessary to check cer- 
tain facts in question. Go ahead and 
tell the editor you don’t think he is 
qualified to interpret your press re- 
lease and insist on seeing the galleys. 
But you'd better resign yourself to 
finding some other publication for 
future releases. ... Ed. 


e Congratulations and thanks for 
your fine article, “. . . for Better 
Press Releases.” It has been too long 
overdue. If I could only wave a magic 
wand, I would make it comvulsory 
reading for every client and his ad- 
vertising manager. 

The client will listen to his banker 
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on financial matters, go to his at- 
torney for legal counsel, but when it 
comes to advertising and publicity, 
he knows (secretly in his own heart) 
more than the agency account exec- 
utive or the publicity department. 

The client or company brass never 
seem to realize that the editor or his 
readers are not interested in per- 
sonalities as such, or their rise from 
rags to riches. I recall the time a 
company, on orders from the presi- 
dent, fired a good agency when the 
fair-haired boy from an “up and 
coming” agency went to the presi- 
dent with the old story, “Look what 
we can do for you.” 

It was a glorified press release ex- 
tolling the president and his rise in 
the business. The company’s prod- 
ucts, services, etc. or anything that 
would be interesting to a potential 
buyer were dealt with quite super- 
ficially. You, as an editor, know the 
result . . . but the company was 
hooked for a year’s contract with 
mediocrity. 

In bringing out frank articles such 
as this and “How Advertisers & 
Agencies Buy Printing” (Sept. AR), 
both founded on actual surveys and 
research, AR is making a wholesome 
and worthy contribution to the ad- 
vertising profession. 

H. R. MAtcotm 
President, The Malcolm Adver- 
tising Agency, Cleveland 


e Your article, “Do’s & Don’ts for 
Better Press Releases,” is without a 
doubt the best we have ever seen on 
the subject. Many thanks for a lot of 
good advice. 
T. W. OHLIGER 

Promotion Manager, Sunset 
Magazine, Menlo Park, Cal. 


e Mercy! I never saw such a wonder- 
ful and concise presentation of press 
release data as in your September is- 
sue. It’s true and unfortunate that 
legitimate press agents must suffer 
from the inadequately-prepared who 
call themselves publicity or public 
relations men. 

The only thing I complain about 
slightly is your very first maxim: 
“Know your publications and send 
only material which is of value to 
the specific publication to which 
sent.” 

That is ideal. I'd love to. However, 
I, like many, many others, am a one- 
woman department. I have one sec- 
retary, or rather I share one. I have 
five divisions of products to publi- 
cize (and a myriad of specific items 
within each division). Keeping up 
mailing lists and “knowing” my pub- 
lications could keep me so busy that 
I’d never get a release written. And 
oddly enough, I have always found 
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wow Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or check. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 
reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 


101 Time & Cost Guide for Producing TV Films—by Lee Randon 

An agencyman’s guide to production factors in tv films February 1953 
102 The Public’s Preferences in Calendars 

A guide to what various audiences prefer in calendars February 1953 
103 All of the People Some of the Time—by Nicholas Samstag 

Time’s promotion director explains his direct mail philosophy March 1953 
106 Need to Save Money? Why Not Try Cartoons in Your Advertising?—by Sid Hix 

A cartoonist tells how cartoons can be used effectively in ads March 1953 
107 Old Types Never Fade Away—by Edward M. Diamant 

Even the most modern ads can make good use of the older typefaces March 1953 
108 The New Look in Advertising Specialties—by William E. Coffman 

An industry leader charts the growth of advertising specialties March 1953 
109 Do’s & Don'ts for Television Commercials—by Harry Wayne McMahan 

A picture story showing what to do and what not to do on tv March 1953 
110 55 Ulcer Reducers for Exhibitors 

Here’s how you can make exhibiting easier, cheaper and 

bring better results April 1953 
112 Do's & Don'ts for Better Engravings 

AR asked engravers from coast-to-coast what admen can do to help them 

produce better engravings June 1953 
114 How to Design Packages for Self-Service—by Frank Gianninoto 

A leading designer outlines the demands of modern merchandising 

on packages May 1953 
115 How to Build a Press Kit—by Phil Richman 

A PR man tells what goes into the production of a publicity kit June 1953 
116 Gadgets & Gimmicks Help Sell Plymouths—by Dick Hodgson 

A case history of the development of an unusual, gadget-laden portfolio July 1953 
118 Unconscious Emotions Affect Impulse Buying—by Lea & Tek Osborn 

How basic design themes on packages can do a selling job July 1953 
121 Trading Stamps Build Repeat Business for Denver Merchants—by Frank Lynn 

A case history telling how trading stamps can be used effectively September 1953 
122 How to Prepare Packages for Rack Merchandising—by Arthur Weiss 

An expert tells how to design packages for a new sales medium October 1953 
123 How to Prepare Jingles for Radio Spots—by Maurine Christopher 

The “‘basic rules” for one of radio’s most eftective media October 1953 
124 Institutions Learns 3-D Production Tricks—by John C. Randall 

An effective guide for producing printed 3-D advertising material September 1953 
127 Money Saving Techniques for Business Films—by duMaresq Clavell 

An expert tells some of his techniques for producing motion pictures 

on a limited budget November 1953 
128 Ford Establishes a New Method for Handling Its Direct Mail Advertising 

by Dick Hodgson 

The details of a unique arrangement through which an advertising agency 

handles direct mail on a commission basis November 

Repetition plus Quality Materials Add Up to an Outstanding Campaign 

by Herbert Baker 

A case history of an unusual advertising campaign for 

Cory air conditioners 

A “New Medium” Gets lis First Major Test—by Dick Hodgson 

Reflectorized bumper decals were a key element in a campaign 

for a leading insurance company 

How to Get Your Share of Free Television—by Richard Marvin 

Here’s how several firms are editing their old films for use on tv February 1954 

Ford Uses Unusual Teasers in Southern California—by Phil Seitz 

The story of a unique teaser technique on painted bulletins March 1954 

Carnival Theme Builds Exhibit Excitement for Hudson Pulp & Paper—by S. W. Franklin 

A case history of a low-cost convention exhibit March 1954 

The Great Premium Boom—by Gordon C. Bowen 

A general description of the use of premiums as a promotion medium May 1954 

A New Approach to Display Purchasing—by John E. Donegan 

General Electric's solution to the problem of speculative presentations 

of point of purchase displays 

The El Producto Story—by P. K. Thomajan 

An interview with Paul Rand reveals the facts behind a notable 

advertising campaign 

44 Ideas for More Interesting Annual Reports—by Peg Miller 

A checklist of how a variety of companies have attracted attention and 

told their stories in annual reports 

The ‘Taking of a Man of Distinction’’—by Ted Sanchagrin 

The story behind the photographs in Lord Calvert's ‘Man of Distinction” ads. July 1954 

Show Your Wares to Sell Them!—by Ernest W. Goldberg 

GoldE Mfg. Co. is getting a lot of added sales promotion through illustrated 

shipping containers 

Pabco Sells Color with a Coordinated Campaign 

How a variety of materials were put to work by a West Coast advertiser | August 1954 

How to Make One Set of Color Plates Do the Work of Several—by Bernard T. Converse 

How an advertiser got color into a “black and white’’ budget by 

multiple use of its color plates 

How to Make One Promotional Dollar Do the Work of Ten—by R. V. Boom 

Operators of Dari-Delite soft ice cream franchises cooperated in a joint 

advertising effort for big results at low cost 


Picture Postcards ... A Low-Cost Advertising Medium—by Dick Hodgson 
How picture postcards are used for advertising purposes 

Do’s & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts 


February 1954 
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February 1954 
June 1954 


November 1953 


August 1954 


August 1954 


August 1954 
August 1954 
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ing me for material. The only way | 
can hope to get the news to all of 
them is to send them a generalized 
release. The pressure of time and 
details forces this or nothing. Okay? 
As for trumped-up news, I main- 
tain that any good press agency 
couldn’t possibly prepare, write and 
release all the legitimate stories he 
can think of. No matter how well- 
staffed, well-organized or well- 
budgeted, there are always times 
when he must say, “Gee, if we only 
had time, we could .. .” 
Thanks so much for your article 
. . . lovely ammunition for keeping 
clients and bosses in line. What a 
press agent you'd make. 
ARDELLE COLEMAN 
Merchandise Publicity Manager, 
Fieldcrest Mills Inc., New York 


e...I1 was particularly impressed 
with the excellent article, “Do’s & 
Don’ts for Better Press Releases.” 
This article did a very thorough job 
on a subject which is too seldom 
written about today, in light of the 
tremendous growth of this field. 

Bruit Cutp II 

Public Relations, C. A. Swanson 

& Sons, Omaha 


e Congratulations on the article, 
“Do’s & Don’ts for Better Press Re- 
leases.” It was without a doubt one 
of the most interesting and informa- 
tive articles I’ve read regarding pub- 
licity. Keep up the good work—and 
let’s have more articles that will be 
of help to the publicist. 
“How to Stage a Press Conference” 
(Sept. AR) was equally informative. 
Betty KoKke 
Publicity, National Plastic Prod- 
ucts Co., Odenton, Md. 


e Please send me 300 reprints of 
“Do’s & Don'ts.” 
Max Cox 
General News Supervisor, 
Southwestern Bell Telephone 
Co., St. Louis. 


e I would like to obtain 100 reprints 
of the excellent “Do’s & Don’ts for 
Better Press Releases.” 
JoHN T. McCune 
Coordinator, Information Serv- 
ice, Wisconsin Paper Industry, 
Menasha 


e Please send us 50 copies of your 
article on “Do’s & Don'ts for Better 
Press Releases.” 

L. E. FRANCIS 

Advertising Manager, Emery In- 

dustries Inc., Cincinnati 


e Please send us 100 copies of “Do’s 
& Don’ts for Better Press Releases.” 
Marvin L. CHASE 
President, Chase Direct Mail 
Service Corp., New York 


























e Please send me 100 reprints of 
“Do’s & Don’ts for Better Press Re- 
leases.” 

R. F. SHANAHAN 

Information Services Section, 
General Electric Co., New York 


e I would like to have 50 reprints of 
the article, “Do’s & Don’ts for Better 
Press Releases.” 

E. G. THOMAS 

Information Manager, Southern 
Bell Telephone & Telegraph Co., 
Atlanta 


e Please rush us, via air mail, 100 
copies of “Do’s & Don'ts for Better 
Press Releases.” 

CHANNING HADLOCK 

Account Executive, Quality 
Bakers of America, New York 


e Please ship us immediately 50 re- 
prints of your article, “Do’s & Don’ts 
for Better Press Releases.” 

B. HAMPSON 

Miller Freeman Publications, 
San Francisco. 


e We would like to order 100 reprints 
of the article, “Do’s and Don’ts for 
Better Press Releases.” 

J. W. CLARKE 

Manager of Public Communica- 
tion, Ford Motor Co., Dearborn, 
Mich. 


e Please send us 100 reprints of “Do’s 
& Don’ts for Better Press Releases.” 
JACK AUMAN 
Director of Public Relations, 
Dayton Chamber of Commerce, 
Dayton, O. 


e Please send us 100 reprints of “Do’s 
& Don’ts for Better Press Releases.” 
Harry S. Rooks 
Executive Director, Missouri 
Bar, Integrated, Jefferson City, 
Mo. 


e Please send 50 copies of “Do's & 

Don’ts for Better Press Releases.” 
WiruiaM T. LuNSForD JR. 
Director of Public Relations, Re- 
serve Officers Assn., Dept. of 
Pa., Harrisburg 

e Request 10 reprints of “Do’s & 

Don’ts for Better Press Releases.” 
Burton E. WILDER 
Captain, USAF, Headquarters, 
Eighth Air Force, Fort Worth 


These are typical of hundreds of 
requests for reprints of this article 
received. Reprints are still available 
at the following prices: 

Single copies 25¢ ea. 

Lots of 10 or more..15¢ ea. 

Lots of 50 or more..12'%¢ ea. 

Lots of 100 or more..10¢ ea. 
Send all reprint orders to: Reprint 
Editor, Advertising Requirements, 
200 E. Illinois St., Chicago 11. Pay- 
ment should accompany all orders 
totaling less than $1. 
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Distributed by 
Leading Paper Merchants 





COLORFUL ¢ VERSATILE «¢ 


ECONOMICAL 


Adds new life and zip to your creative imagination. Rich two 
tone background design gives a three color dimension with a 
single printing. An economical long lasting cover for Catalogs, 
Menus, Direct Advertising and Sales Literature. 





Send for FREE SAMPLE BOOK! 
HOLYOKE CARD & PAPER CO. “T 
Springfield, Mass. 


Kindly send the [[] Sample book showing six colors. 
() Sample sheet for making up dummies. 


NNN Sections ica ec a nae eiDitlacaenenatipee 


STREET 





HOLYOKE CARD & PAPER CO. 


97 FISK AVENUE SPRINGFIELD, MASS. 


. for more details circle 214, page 111 





EFFICIENCY 


in busy art departments 


with CRECCENT 


: ILLUSTRATION BOARD 








CHICAGO CARDBOARD 


1240 N. HOMAN AVE. ad 





COMPANY 


CHICAGO 51, ILLINOIS 
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If its LOOSE LEAF ‘<< 


“BINDERS 
That DUILD 


TES 


High-quality Remington Rand Loose Leaf Binders are so easy to 


operate you know page changes will be made promptly. *“Custom- 


ized’ covers reflect the quality and standing of your company and 


products. Your catalogs stay on the job 24 hours a day ..- MAKE IT 
EASY FOR YOUR CUSTOMER TO BUY. If it’s LOOSE LEAF, remember 
Remington Rand. Send coupon for “Binders That Build Business.” 


CATALOGS 


PRICE LISTS 


SALES MANUALS 


SERVICE MANUALS 


SALES TRAINING MANUALS 


PARTS LISTS 


20 * ar * November 1954 


SERVICE BULLETINS 
SPECIFICATIONS 
PROCEDURE MANUALS 
VISUAL PRESENTATIONS 
ENGINEERING DATA 


OPERATING INSTRUCTIONS 


Room 2174, 315 Fourth Ave., New York 10 


Kindly send free copy of ** Binders 
That Build Business’—LL234 


Name 
Title 
Firm 
Address 


City __Zone___State 
4 


i a ile wh cas i i ie i as eas am Se ans oa a 
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‘a 
WANTED 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Ready-Made Murals 


e Can you tell me if there are such 
things as ready-made murals? I pre- 
sume they would have to be rather 
like super stats, depicting such things 
as factories and laborers, farmers 
and pastoral scenes. If there are 
such things I’m sure you will know 
where I might write for additional 
information or a catalog. 

Do.orEes OLSON 

Production Manager, Key Ad- 

vertising Inc., St. Louis 


Singing Commercials 


e Can you supply us with the names 
and addresses of several reputable 
firms which specialize in setting ad- 
vertising copy to music or “singing 
commercials?” 
Dovuctas G. MAHON JR. 
Douglas G. Mahon Jr. Advertis- 
ing, Augusta, Ga. 


Cheap Records 


e We are contemplating promotion 
using a cheap, reproduced phono- 
graph record to contain our sales 
pitch. I remember an article in your 
magazine that dealt with the same 
thing. I wonder if you could supply 
us with the name and address of the 
source of these in quantities up to 
50,000. 

ARTHUR E. BRENNAN 

Advertising Manager, Clipper 

Mfg. Co., Kansas City, Mo. 


Small Duplicating Units 


e Can you favor us with the names 
of companies which manufacture 
small duplicating units for office use. 
The type of unit in which we are in- 
terested is one that is capable of re- 
producing small quantities (10 to 25 
copies) of printed material which 
may or may not include halftones. 

A. Mauro 

Production Manager, Emil 

Mogul Co. Inc., New York 





How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effec- 
tively? Tell us how, in not more than 200 words, with pictures 
or drawings where possible. ADVERTISING REQUIREMENTS will 


pay $10 each for items published here. 


Send materials to 


Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 


11. No material will be returned unless specifically requested, 
and accompanied by return postage. 


Tells How He Maintains 
Same Thickness of Line 


It frequently is a problem to main- 
tain the same thickness of line when 
drawing a border or series of straight 
and curved lines with an ink com- 
pass and ruling pen. 

To solve this difficulty and main- 
tain the exact same thickness of line, 
draw your curves first with your ink 
compass, then remove the pen at- 
tachment and with the same adjust- 
ment of ink flow draw your straight 
lines with the same pen. 

RoBert G. SALAMOFF 
Free Lance Artist, Boston 


Cabinets Under the Desk 
Provide Storage Space 


Our problem was to find a suitable 
place to store 17x22” clipping copies 
of a mat service. Previously, we had 
piled the clipping copies on a desk 
but found this method unsatisfactory 
because they were always out of 
order or else were constantly being 
torn from being pulled from the bot- 
tom of the pile. Besides, we needed 
the desk top for a working surface. 

We found the solution in build- 
ing a rectangular box which we 
mounted on castors so it could be 
rolled under the back part of a desk. 
Then we had metal bars cut and 
notched, over which we hung the mat 
service books. Using the Pendaflex 
hanging files principle, we made 
“giant hanging files” which also hung 


A 


at ” 
” 


from the metal bars. We also found 
that the front of our “over-sized 
rolling file drawer” proved a handy 
place for storing tracing pads, brief 
case and other large and often-used 
items. 

Our first “rolling file drawer” 
worked so well we built a second 
one for another desk. 

WarrEN E. Krart JR. 


Kraft Advertising Agency, Seattle 


Simple Holder Prevents 
Upsetting Bottles, Jars 


Damage to artwork can be pretty 
costly when you occasionally upset a 
bottle of waterproof ink or a jar of 
tempera. Here’s a_ suggestion for 
avoiding these costly upsets. 

Take a concentrated juice can, or 
whatever size can is desired, and re- 
move the top. Then with a pair of 
scissors or tin snips, cut a number of 
uniform slits part way down. 

Next, rest the can on the board 
and bend and spread the cut por- 
tions until they rest uniformly on the 
drawing board. You now have a 
holder for bottles or jars that is very 
hard to upset. 

ARTHUR W. SMITH 
Supervisor, Art Department, 
Ingersoll-Rand Co., 
Phillipsburg, N. J. 





EFFECTIVE SALESMEN’S 
ee 


Zs 
ARE A NATURAL FOR 
SILK SCREEN PRINTING 


Solid dealer relations are what every manufac- 
turer wants ... and needs to move his products 
in volume amounts. To make sure the dealers 
get his story of quality production, or to show 
his new line to best advantage, the small sales 
manager has top-notch presentations for his 
salesmen to take with them to show the retailer. 


Usually, these presentations are compact, color- 
ful, and highly descriptive. Because they are a 
must, and because their elaborateness and 
generally small run means big expenditures, 
they’re everyone's headache. 


Silk Screen printing does away with all those 
problems! 


With screen process printing, even the smallest 
companies can produce a sharp, sales punching 
presentation for their salesmen to use in open- 
ing new accounts. 


Screening printing does the job at minimum 
expense so a run of ten or twenty is right in 
line with budget thinking. And what's more 
important, you get all the full rich color you 
need without elaborate preliminary artwork. 


lf requested, your local screen printer can 
produce salesmen’s presentations from your 
rough layouts in a few short hours. So for the 
perfect match of use and solution, try Screen 
Process printing. In almost any size or quantity, 
it's ideal. 


NAZ-DAR has a world-wide reputation for pro- 
ducing the finest quality Screen Process inks. 
Request them in your next paper, cardboard, 
metal or plastic display job. 


We will be glad to send you, and your local 
Screen Printer a copy of Naz-Dar’s big, fully 
illustrated catalog. It will help you in order- 
ing and producing quality Screen Process 
Printing. 
“Business Building” 
Ink by NAZ-DAR 


Address 
City State 


My local Screen Printer’s name 


a Salaam ts eas eae ales ld 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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We think that 
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pleased with the 
service that we can 
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call us Now ? 


Service Mounting & Finishing Co., 
A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
CAlumet 5-3224 
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MAT-STEREOTYPE SERVICE 


BAKED MATS 


MOLDED MATS 
& 


CATALOG-DEALER 
NEWSPAPER 
ELECTROTYPES AND 
PLASTIC PLATES 


LABEL SHOP 


Over-Night Service 
mecrose 7-2364-65 


Capacity for Large Volume 
WIRE OR WRITE FOR PRICES 


222 EAST OHIO STREET 
INDIANAPOLIS, INDIANA 
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‘President’ Greets Visitors 
At Alexander Film Studios 


With more than 8,000 visitors 
streaming through our front door 
every summer, we had to come up 
with an idea that would keep our 
receptionist from going crazy and 
that would also get the visitors 
quieted down until our guides could 
get them rounded up and separated 
into small groups for a tour of the 
“World’s Largest Film Commercial 
Production Studios.” 

Our president, J. Don Alexander, 
came up with the solution when he 
suggested a life-size photo of himself 
be set up in the lobby. A concealed 


loud speaker, using a continuous tape 
recording of his voice, greets the vis- 
itors and invites them to make them- 
selves comfortable until tour time. 

Now, when a group of 40 or 50 
tourists enters the lobby, the recep- 
tionist merely presses a button on 
her desk and the “president” takes 
over. The visitors learn what they 
are to do, and the confusion is elim- 
inated. 

We've also discovered that our 
“president” is quite a conversation 
piece. Most everyone tells us what a 
clever idea it is, and many people 
stop in just to see the “president” in 
action. 

R. H. Geppy Jr. 

Public Relations Director, 
Alexander Film Co., 
Colorado Springs 


Describes Unique Method 
For Catalog Copy Fitting 


Copy fitting can be a slow and 
arduous task when you're preparing 
a catalog requiring cut lines and sub 
heads of a great variety of measures. 
Here’s a suggestion. 

Snip specimen type lines and 
mount them on a sheet of clear 
acetate. Lay your sheet over the 
dummy with the left end of your 
specimen line at the left edge of your 
copy area. Then note what letter in 





the type specimen falls at the right 
of the copy area. 

Start the copy page with a period 
as a marker at the left. Then, using 
the space bar on the typewriter, “tap 
out” the specimen line until you 
arrive at whatever letter indicates 
the extreme width of the measure. 
Mark this point with another period, 
and write your copy within the 
periods. 

Cart Masson 
Advertising Manager, Paine 
Furniture Co., Boston 


Uses Thumb Tacks 
To Establish Margins 


Once the margins have been estab- 
lished for a new booklet, there fre- 
quently occurs a problem in having 
to repeat the type-page area on each 
page. It has always seemed tedious 
to use any of the methods that re- 
quire tracing around a margin frame 
or rectangle on each page. 

I have found that margins can be 
established throughout the booklet 
in one operation, providing you have 
the margins on page one. At the four 
corners of the type page or at the 
corners of the projected type areas, 
press a tumb tack through the entire 
booklet. As a result, you will have 
almost invisible reference points on 
both the recto and verso pages. 

MERALD E. Wro.tstTabD 
Publications Editor, Information 
Service, State University of 
Iowa, Iowa City, Ia. 


Accident Solves Problem 
For Chicago Art Director 


I solved the problem of making 
changes in an area that has been 
“fixed” when I accidentally dropped 
a blob of rubber cement on a “fixed” 
pencil tissue layout. 

When I picked up the cement with 
a “rubber cement pickup,” I noticed 
that the pencil detail under the ce- 
ment had been partially picked up, 
too. Obviously, the solvent in the 
cement had dissolved and absorbed 
the “fixatif,” so that it was as easy 
to erase the remaining pencil as it 
would have been had the layout not 
been “fixed.” 

Now I use this method “a-pur- 
pose” to get at areas in “fixed” lay- 
outs in which changes are to be 
made. The trick is to let the cement 
almost dry. I also have noted that 
the method works less well on some 
of the new “plastic” fixatifs. 

CLARENCE N. JOHNSON 
Art Director, Reincke, 
Meyer and Finn, 
Chicago 





neenah S@yS$... you've spent 
your life gathering the ideas 


you put into your letters... 


why not spend a fraction of 
a penny more to put 
those expensive ideas 


ona fine rag 
bond by 


neenahe 


The 
traditional 
firm, crisp feel of a 
fine rag paper will lend 
prestige to your 
message. The brilliant, blue- 
whiteness of Neenah papers will 
command attention at a glance. 
Ask your printer for samples of fine rag 
paper by Neenah. They are 
expressly designed to give 
your business stationery 
strength, permanence and prestige. 


To plan business stationery that is PREFERRED, 
ask your printer for a free copy of the “Neenah 
Guide to Preferred Letterheads." This exceptional 
book is based on a four-year survey that deter- 
mined what businessmen preferred in letterheads. 


BSS aR ae 
SN CARR 
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K15395 . . . one of thousands of 


5 the pictures we 
fer at $15, with $5 off if you use our credit line 





‘em! 
Lure em! 
with stock pictures from... 


UNDERWOOD & UNDERWOOD 


$19 E. 44, New York 17 . 646 N. Michigan, Chicago 11 


Tel. MU 4-5400 Tel. DE 7-1711 
NEW SUBJECTS... EVERY MONTH 
BRANCHES 

ATLANTA LOS ANGELES 
Boulevard at North Ave 1627 S. Broadway 
Vernon 1124 Richmond 7-234 
BOSTON MINNEAPOLIS 
244 Washington Street 122 South Sixth St 
Capitol 7-3634 Main 2331 
CINCINNATI PITTSBURGH 

12 East 9th Street 713 Penn Avenue 
Garfield 1254 Court 1-6489 
DALLAS ST. LOUIS 

2704 Cedar Springs 1006 Olive Street 
Lakeside 2725 Garfield 0932 
DETROIT SAN FRANCISCO 
2241 Book Building 181 Second Street 


Woodward 1-0746 Yukon 6-4224 





the Ring Binder that 
STANDS, SITS 
or LIES FLAT 


to get your prospect's attention 


At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props upat a 30° angle when prospect 
is standing, 60° when prospect is sit- 
ting. This better vision means better 
presentation. Sets up and takes down 
in a flash; no fussing with gadgets. 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 12, ILL. 
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Develops Simple Way 
To Remove Ink Blots 


I am sure everyone, like myself, 
has had his pen blot between close 
parallel lines, reverse blocks, etc., or 
has, at one time or another, had dif- 
ficulty in ruling white lines through 
reverse areas. 

I've found that by using two-ply 
Strathmore paper it becomes a 
simple matter to clean up these ink 
blots or to make fine ruled lines 
into reverse areas by the simple ap- 
plication of a straight edge and a 
razor blade. The trick is this: 

By carefully making parallel cuts 
in the paper, no deeper than the top 
ply, and lifting out the narrow strip 
thus cut with the corner of the razor 
blade, one can do a much neater, 
faster job than with retouch white 
or ink white. 

JOHN R. REDDING 

Advertising Manager, 

Lack’s Wholesale Distributors, 
Houston 


Zip-A-Tone Corrects 
Platemaker’s Boner 


Due to an error on the part of our 
offset platemaker, we were faced 
with a tight deadline, and a plate 
and negative which contained only 
one of two halftones we wanted. The 
problem was to work in the second 
halftone—and to get it by some other 
means than through our platemaker, 
who is located 68 miles away. 

All I had to work with was a 
glossy photo. But luckily I had a 
sheet of screened Zip-A-Tone on 
hand. We took it to a local plate- 
maker who can only do line work on 
a small light box. He laid the Zip- 
A-Tone sheet over the glossy and 
shot a line negative for the second 
“halftone.” This was then stripped- 
in on the original negative and we 
made a composite 3M plate from 
the combined negatives. 

The result was highly satisfactory 
to the situation and got us out of a 
jam. 

J. E. McLaucGuHiin 
Kiekhaefer Corp. 
Beaver Dam, Wis. 


Finds Window Shades 
Keep Art Boards Clean 


We frequently have a problem 
when, having left a job on the boards 
overnight, we return in the morning 
to find the artwork dirty and 
smudged because of the nightly 
maintenance cleanup. 

To solve the problem, we mounted 
ordinary window shades under our 
boards in such a way that they did 





not interfere with the “L” hooks or 
the T-squares. When work is left on 
the boards overnight or when the 
boards are not in use, it is a simple 
matter to keep both artwork and 
boards clean by merely pulling the 
shades across the top. 

JOEL THALER 

Graphic Statistician, Great Lakes 

Carbon Corp., New York 


Medicine Bottle Dropper 
ls Handy Cement Remover 


Here’s another way to solve the 
problem of unsticking sketches or 
photos after they have been rubber 
cemented. I use an old brown medi- 
cine bottle with dropper top and ap- 
ply the drops of Bestine to the ce- 
mented area while I peal off the 
sketch or photo. 

The advantages of this method are 
that you can use just the right 
amount of Bestine and the screw cap 
on the brown bottle keeps the Best- 
ine from evaporating. 

As for the brown bottle—it’s a 
compact and neat appearing contain- 
er that is easy to use and stores well. 
Dona.tp Hocu 
Advertising Department, 

Weston Electrical Instrument Corp.. 
Newark 
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Clement manufactured both 


Item: An edition of 250,000 exquisitely printed deluxe 
motor car catalogs, rich in color, striking in appearance. 


Item: A run of 100 million small leaflets, trimmed and 
folded with hairline accuracy to fit the exacting requirements 
of high-speed automatic packaging machinery. 


Two extremes of printing! Yet both were produced 
by exclusive Clement techniques which achieve the 
paradox of finer quality at lower costs. 


FREE ee f Ce — _— 
win Ri a ae } 2 
ee Mn 


8 LORD STREET, BUFFALO, N. Y 


245 ERIE STREET, BUFFALO. N ¥ 


Any of the Clement offices listed below can show you 
many examples of how Clement saves time and money 
in the manufacturing of printing for America’s best 
known businesses. 


J.W. Clement Co. 


Manufacturers of Quality Printing 
Executive Offices and Plant: 8 Lord Street, Buffalo 10, N. Y. 
Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 
Subsidiaries 
Pacific Press, Inc., Los Angeles. Phillips & Van Orden Co., San Francisco 


5201 SOUTH SOTO STREET, LOS ANGELES. CAL ) BRANNAN STREET, SAN FRANCISCO, CAL 
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Leading four-color advertisers 
know from years of experience that a Reillytype 
is the only truly identical duplicate of an original, and costs 
60°. to 75% less. With today’s keener competition and sharper 
cost-consciousness, it makes more sense than ever to investigate 
the many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


° PLASTICTYPES 
* REILLYTYPES 
You can Really Rely on REI LLY ¢ TREATED ELECTROS 
° BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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How to Stage a Parade 


Every Thanksgiving morning, thousands of Philadelphians watch as Santa Claus 
is escorted to Gimbel’s Toyland with a spectacular parade. It’s a long-time mer- 
chandising success. The parade director tells the story behind this unusual event. 


By Christian T. Mattie Jr. 


Parade Director 
Gimbel Brothers 
Philadelphia 


Every Thanksgiving morning along 
Broad Street in the City of Brotherly 
Love, the bright and eager eyes of 
thousands of happy children sparkle 
as the big Gimbel Toyland Parade 
draws near and ushers Santa Claus 
into Philadelphia. Lining the streets 
last year were 1,500,000 excited chil- 
dren and their parents. The event is 


televised to other millions at home. 
For the past 33 years this parade has 
become a Philadelphia institution. 

However, few of these three mil- 
lion viewers consider the gallons of 
paint, gallons of sweat, the pounds of 
energy, the miles of gaudy cloth, and 
the months of planning that go into 
making the Gimbel’s parade the 
largest and finest parade of its kind 
in the world. 


> When the late Ellis A. Gimbel de- 
cided to set up a parade in 1920 to 


officially escort Santa to Gimbel’s 
Toyland so that the entire city could 
view the procession, he called a spe- 
cial meeting at which he asked all 
store executives to drive their cars 
in the parade. He then set up a 
budget of $100 for the entire event. 
This money was to be spent for dec- 
orating the cars. 

The decorations consisted then of 
large rolls of crepe paper and stream- 
ers. Those who could play a musical 
instrument were asked to bring them 
along. A city fireman rode in the last 
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Director .. . Author Christian Mattie Jr., 
parade director, checks last minute details 


from motorcycle sidecar 


of the 15 cars, along with 49 other 
persons, portraying Santa Claus. As 
the parade reached the store, the 
fireman ascended a ladder into the 
toy department. 

That didn’t take too much plan- 
ning, was inexpensive and went off 
without a hitch. 


>The 1953 parade was quite a con- 
trast. It included over 6,000 persons 
and today the parade is acclaimed as 
the largest of its kind. The 1954 pa- 
rade will consist of about 55 floats, 
35 bands and more than 6,000 march- 
ers. Quite a change from the first 
one. 

To organize this huge undertaking, 
work must begin early in the spring. 
At that time, the first objective is to 
set a theme for the parade. Once the 
theme is concluded and put on pa- 
per, the actual work begins. Late in 
the spring the doors to a huge parade 
warehouse are unlocked. Here, the 
floats are stored after each parade. 
During the first inspection, every 
float is thoroughly surveyed. Doing 
the initial chores are the parade di- 
rector and a production manager, 
who is a qualified and experienced 
artist. Together we wander through 
what is literally a sleeping fairyland 
replete with comic book figures, as- 
sessing damages and planning revi- 
sions. 

After this survey has been made, 
the production manager proceeds 
with the tremendous task of sketch- 
ing the parade. He starts out with 
the theme and adapts it to all of the 
floats. This year we are planning to 
construct about 12 new floats. The 
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remaining floats are redecorated ac- 
cordingly. Actually, the production 
manager has about six weeks in 
which to design the floats. Besides 
supplying sketches, actual scale mod- 
els of the floats are made so that the 
artists working on the parade will 
have a clear idea of the production 
man’s conception. These plans and 
sketches are then submitted to my- 
self. In turn, I schedule a meeting 
with Arthur C. Kaufmann, executive 
head of Gimbel Brothers, and David 
Arons, sales promotion manager. At 
this meeting the plans are submitted 
for approval and necessary changes 
are made. A budget then is set up 
and the wheels are moving. 


Final Touch . . . Two of the many artists 
who work on the parade apply the final 
touches to a giant jester 


>It is now immediately after the 
July 4th holiday. A working crew— 
consisting of carpenters, painters, 
artists, and mechanics—is hired and 
these craftsmen go to work. It is 
comic to see these men, armed to the 
teeth with staple guns, thread, scis- 
sors, hammers, nails and saws and 
even needles crawling into the belly 
of Mother Goose or some other story 
book character. Simultaneously, 
these men refinish old floats, remodel 
others and build new ones. This work 
starts off feverishly and continues 
until a day or two before Thanksgiv- 
ing—about five full months of actual 
labor and three months of planning. 

While this physical work is under- 
way, I begin selecting and contacting 
parade bands. In Philadelphia this 


includes the famous Mummers String 
Bands, and many drum and bugle 
corps as well as independent, civic 
and club bands. All the time, hun- 
dreds of meetings are being held 
with Gimbel’s personnel who are 
selected to serve as attendants, mar- 
shalls, coordinators, ushers and pa- 
raders. Job appointments are made 
and recorded, and personnel are as- 
signed to floats and marshalls via 
Dittoed sheets. Additional meetings 
are also held with city officials re- 
garding police coverage. The fire de- 
partment also plays an important 
part in this event since they cooper- 
ate by supplying a huge hook and 
ladder and a fireman to portray St. 
Nick and climb up the ladder into 
the store’s toy department. 

I have estimated that for Dittoed 
instructions alone about six reams of 
paper are used. Photographers also 
are assigned along the path of the 
parade to provide a complete photo 
story to be used as a guide for the 
next year’s planning. 


>In between these multiple meet- 
ings, numerous other details come up 
for discussion, then are planned and 
executed. Such jobs as lining up 
leader personalities from radio and 
television and the movies to partici- 
pate have to be handled along with 
the other duties; publicity schedules 
and advance stories have to be 
planned and written, television cov- 
erage must be arranged for. And, I 
can’t forget the tremendous job of 
costuming store personnel who will 


High Point . . . High point of the parade 
is the presentation of the key to the city 
to Santa Claus. 





Bands & Floats .. . Hundreds of floats » 
and bands participate each year in Gim- 
bel’s Santa Claus parade. Typical of the 
whimsical floats is this one (top), fea- 
turing Donald Duck followed by his two 
ducklings. Another outstanding float in 
the parade (center) is this giant rocket 
ship. Seated on the rocket are the Rocket 
Rangers, popular Philadelphia tv person- 
alities. One of the many bands that par- 
ticipate each year in the Thanksgiving 
Day event is the Dutch Helwig Band (bot- 
tom), a group of U.S. Marine Corps vet- 
erans. 


participate. (All store personnel get 
the day off with pay.) Finally, come 
the details for reviewing stands on 
Penn Square around City Hall and 
the many dignitaries to be invited, 
plus the orphans, underprivileged, 
crippled children and veterans. 

I have often tried to estimate the 
amount of time I, personally, put 
into the job. It is impossible because 
often I have found myself working 
around the clock without realizing it. 


> Finally, comes the eve of the pa- 
rade. At this time the famous “Pray- 
ing Committee” gathers (formed 
over 30 years ago by the late Ellis A. 
Gimbel) to pray for clement weather. 
To date, it has never been necessary 


to postpone the event because of bad 
weather. 

Special instructions and the line- 
up of the parade are printed in plen- 
ty of time for all participants and 
participating groups. Included are se- 
quence activities with group names, 
a sketch of the route so that every- 
one will have it on paper the night 
before, a list of parade coordinators. 
On the other side various groups are 
given detailed instructions where 
they are to line up, both by number 
and street to avoid confusion. These 
instructions, sketches and line-ups 
have always clarified the last minute 
rush to finish up plans. 

Now, Thanksgiving Day arrives. 
At 5 a.m., the huge warehouse is 
opened. Float after float is removed 
and conveyed to the starting point. 
I then mount a motorcycle sidecar 
and give last minute instructions, 
check all marshalls and coordinators 
and all positions. At 9:45 a.m., Grand 
Marshall, Col. Edward L. Smyser, a 
food buyer for the store, blows his 
whistle to signal the start. 44 
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Irsa selling axiom that wise shoppers buy no pigs 
in pokes—a big reason for the popularity of win- 
dow boxes made with Kodapak Sheet. 

The crystal-clear windows of these individual 
show cases let eyes see in, keep fingers out. Dis- 
played at their original best, products stay salable 
longer. 


©,* 


Quality boxes—machine-made— Kodapak 
can be your best buy! Sheet 


Because tough, transparent Kodapak Sheet is uni- ae ere 

form in gauge and quality, it lends itself to efficient MAKES GOOD MERCHANDISE 
production. Roll-fed to today’s ingenious machines, SELL BETTER 

it emerges securely bonded to boxes exact in size 

and shape. 


For further information, also names of firms 
using Kodapak Sheet in production or handling it, 
call our representative or write: 

Cellulose Products Division 

Eastman Kodak Company, Rochester 4, N. Y. 


Sales offices: New York, Chicago, Atlanta. Sales representatives: 
Cleveland, Philadelphia, Providence. Distributors: San Francisco, 
Los Angeles, Portland, Seattle (Wilson & Geo. Meyer & Co.); 
Toronto, Montreal (Paper Sales, Ltd.). 
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Building a promotion pro- 
gram around the American 
flag requires plenty of care- 
ful planning ... but the divi- rrr agin i fe A 

dends can be well worth the AMERICAN FLAGS 
Cleaned Without Charse 


effort. Detrex Corp. proved 
it with a campaign which 


involved thousands of dry 
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Detrex Corp. had 43,000 of these posters printed and distributed free to drycleaners to announce 
its special promotion. Here J. Addington Wagner (left), chairman of the American Legion’s National 
Americanism Commission, accepts a poster from A. O. Thalacker, Detrex president. 













By J. Robert Conroy 


Conroy Associates 
Detroit 


No one could ever accuse the 
country’s drycleaners of being averse 
to merchandising campaigns. Para- 
doxically, though, the industry as 
such has rarely united behind a 
single promotion if ever. 

As highly competitive as any re- 
tail operation could be, drycleaners 
have had to resort to frequent “spe- 
cials” in order to lure customers 
away from shops across the street, 
down the same block, or even next 
door. 

They have banded together, true, 
into neighborhood, local, regional, 
state and national associations. But 
their purpose in so doing is primarily 
legislative, not promotional. They 








New Glory 


tor Ol< slory 


also maintain schools for beginners, 





laboratories and clinics. 

An idea would really have to hit a 
resounding note to induce any one 
drycleaner to lower his merchandis- 
ing guard and join forces with his 
equally wary competitor a few doors 
away. 


> That idea was supplied this spring 
by the Detrex Corp. (Detroit), a 
manufacturer of chemicals and met- 
al-cleaning machinery as well as the 
largest producer of synthetic dry- 
cleaning equipment. 

By the simple process of organiz- 
ing and planning, Detrex simply took 
an old idea and turned it into a new 
one. As a result, it gave the industry 
the most successful single promotion 
in its history. 

The old idea was that of cleaning 





American flags without charge to the 
customer. Some individual dryclean- 
ing shops have been doing this as a 
matter of policy for years. A few ad- 
vertised their offers; others simply 
refused to accept payment for their 
work and let it go at that. 

For the most part, the public did 
not know that such a service was 
available. You couldn’t blame them. 
The idea was brand new to a sur- 
prisingly large majority of the na- 
tion’s 27,000 drycleaners when De- 
trex suggested that it be adopted 
nationally. 


>The Detrex plan involved organ- 
izing the industry behind a single, 
flag-cleaning campaign with a spe- 
cific target date, providing the tools 
with which to do it properly and 
securing the support of a prominent 
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Ceremony... Part of the promotion in- 
cluded a ceremony at Betsy Ross House. 
Participants were (left to right): dry- 
cleaner Sidney Grayboyes, legionnaire W. 
E. Allessandroni and Mrs. America of 
1953 


veterans’ organization to help put it 
across. 

The idea got its start in the early 
spring when A. O. Thalacker, Detrex 
president, dropped in at an informal 
gathering of some of his drycleaning 
division executives as they listened 
to a routine report by a “home office” 
man who had just completed a rou- 
tine swing of eastern cities. 

Among other things, this man cas- 
ually referred to a successful flag- 
cleaning campaign conducted by a 
drycleaner in Troy, N. Y. Given a 
flag to clean by a woman’s auxiliary 
of a veterans’ group, he did so but 
marked the bill “no charge.” Pleased, 
the delegate from the auxiliary re- 
ported on this gesture at the next 
meeting, and the drycleaner received 
a vote of appreciation for his patriot- 
ism. 


> By coincidence, Mr. Thalacker, just 
a few days previously, had noticed his 
own flag leaning in a corner of a 
closet. It was wrinkled and dull. 

“Why should this idea be confined 
to Troy or any other single neigh- 
borhood?” he asked. “I think it’s a 
wonderful thing. Couldn’t something 
be done to interest all drycleaners, 
everywhere, into making similar 
offers?” 

This was the question turned over 
to A. Ward Stoddard, Detrex adver- 
tising and public relations director, 
who, in turn, called in his advertising 
agency, Gray Associates (Detroit), 
and Conroy Associates (Detroit), 
public relations counsel for Detrex. 
>The problem, seemingly simple, 
was anything but. It was full of po- 


tential dynamite. 
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This was no contest to select a 
beauty queen, no offer to give away 
world cruises for 25 words or less, no 
scheme to arouse the country into 
collecting box tops. This involved the 
American flag—a subject as touchy 
as religion or motherhood. 

Since there was no precedent of 
similar national promotions within 
the drycleaning industry to follow, 
the prime question was: 


© How to get the idea over to the 
individual drycleaners without open- 
ing Detrex to criticism for appearing 
to commercialize the flag? 


e The second question was: Would 
the drycleaners respond? 


e The third: When would be the 
best time? 


e The fourth: Could it be done 
legally in the first place? 


> Question 4 was quickly solved. 
There are vast numbers of codes and 
regulations regarding the display 
and handling of the flag, most of 
them spelled out in great detail. It 
was clear that not only could the flag 
be drycleaned, but such a method 
was regarded as preferable to laun- 
dering. These same rules, by the 
way, contain very definite restric- 
tions against any attempt to com- 
mercialize the Stars and Stripes. Vi- 
olate them and, in one instance, you 
may find yourself on a chain gang. 

Such warnings, however, were 
hardly necessary. It was obvious 
common sense that a careful line had 
to be drawn to stay well within the 
bounds of good taste. For this rea- 
son, one after another of the usual 
promotional devices was considered 
and quickly discarded—national ad- 
vertising, high-pressure publicity 
and the like. 

The touchiness of the situation was 
eased somewhat by the fact that 
Detrex was not a firm selling to the 
general public, and could not be ac- 
cused of fostering the plan to spur 
the sale of over-the-counter mer- 
chandise. 


>It was immediately decided that 
Detrex must “bend over backwards” 
in keeping the promotion completely 
non-commercial. 

Completion of the project was ag- 
gravated by a study of the timing 
problems. A logical date as a climax 
for the campaign was Flag Day, June 
14. This date fit in with the usual 
post-Easter and post-Memorial Day 
lull in drycleaning, and preceded the 
usual rush period just before the 
Fourth of July. This made it easier 
for the drycleaner to cooperate, but 
left only a few weeks to get the 
campaign under way. 


Using the best mailing list avail- 
able, the first step in the campaign 
was a carefully-worded letter sent 
by the Detrex president to 23,000 
drycleaners all over the country. In 
it, he called attention to the fact that 
June 14 would be Flag Day, set aside 
to commemorate the adoption of the 
Stars and Stripes by the Continental 
Congress in 1777. He proposed that 
the flag-cleaning program be adopted 
on a national scale by all drycleaners 
without regard to competitive bar- 
riers. 


>“In behalf of the industry, we 
would like to make this idea a na- 
tional campaign in which all of us, 
big and small alike, manufacturer, 
distributor, trade association, chain 
or individual shop, would cooper- 
ate,” he wrote. 

“Needless to say, your actual cost 
in duplicating this flag-cleaning offer 
in your community or neighborhood 
would be small compared with the 
good will you will inspire for your 
industry and the personal feeling of 
satisfaction you will enjoy as a 
result.” 

Mr. Thalacker went one step far- 
ther in his suggested plan. Cleaning 
flags alone was not enough. He pro- 
posed that, in return for getting his 
flag cleaned without charge, the cus- 


tomer should promise to display it on 
Flag Day. 


> Next was the preparation of a sim- 
ple, non-commercial kit to assist in- 
dividual drycleaners in the cam- 
paign. Since there was no way of 
knowing, for sure, how many dry- 
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Citation Of Commendation 
Presented to 
A. O. THALACKER 
President The Detrex Corporation 


For his exceptional cooperation in the furtherance of 
NEW GLORY FOR OLD GLORY, The American Legion's 
continuing program designed to encourage regular and greater 
display of the Flag of the United States and the observance 
of proper Flag etiquette. 


Mr. Thalacker enlisted the service and support of the approx 
imate 25,000 dry cleaners throughout the Nation in a gigantic 
Flag cleaning program previous to Flag Day this year. The public 
response resulted in the greatest Flag display in the Nation s 
history, and we take this occasion to honor this patriotic citizen 
who helped to make it possible. 


The American Legion hereby commends Mr. A. O. Thalacker, 
President of the Detrex Corporation. 


Citation . . . The American Legion pre- 
sented this citation to Detrex President 
Thalacker commending his flag-cleaning 
promotion. 





cleaners in the country would coop- 
erate, key item in the kit was a 
three-color window poster identify- 
ing shops as participating in the offer. 

While this kit was being produced, 
Detrex and Conroy Associates rep- 
resentatives contacted officials of the 
American Legion and the Legion 
Auxiliary. Both groups enthusias- 
tically agreed to get behind the idea, 
particularly—and here was a coinci- 
dental “break”—since it dovetailed 
neatly with the Legion’s proposed 
“New Glory for Old Glory” cam- 
paign. 

Legion backing removed any taint 
of commercialism from the proposal. 
On the other hand, the Detrex plan 
gave the Legion a tangible program 
into which it could sink its teeth, 
aside from the usual patriotic ap- 
peals to fly the flag. 


> The flag-cleaning project was out- 
lined to and welcomed by Legion and 
Auxiliary executives in Indianapolis, 
Ind., the Legion headquarters’ city, 
and in Washington, D. C., and New 
York. It was given personal atten- 
tion by Arthur J. Connell, national 
commander of the Legion, and Betty 
Burdett, president of the Legion 
Auxiliary, as well as the full support 
of the Legion’s Ed McGinnis and his 
New York public relations staff 
headed by Joe Glynn. 

They agreed to help in the difficult 
task of distributing the promotional 
kits to drycleaners everywhere. 

[T ‘rex supplied kits to more than 
17,000 posts of the Legion and the 
approximately 14,000 units of the 
Auxiliary. Because time was so short 
and the distribution necessarily slow, 
hundreds of drycleaners and posts 
wrote directly to Detrex for rush 
shipments of kits, or for extra quan- 
tities. In all, Detrex printed 40,000 
of the window posters. 

The Detrex material was incorpo- 
rated also in the Legion’s own “New 
Glory for Old Glory” promotional 
kit. This kit was officially presented 
to Vice-President Richard Nixon in 
Washington on June 1. The Legion 
campaign itself was kicked off at the 
historic Betsy Ross house in Phila- 
delphia. In all cases, the Legion 
stressed the tie-in with the dry- 
cleaning industry. 


> Next, the idea was presented to the 
Hearst newspapers. Approved by 
William Randolph Hearst, Jr., edi- 
torials and news stories supporting 
the flag-cleaning project appeared in 
Hearst papers coast to coast. 

In his Sunday night broadcast over 
the American Broadcasting Co. radio 
and television networks, Walter 
Winchell told “Mr. and Mrs. 48” 
about this “very great idea.” 

American Legion regional and lo- 


cal publicity officers spread the flag- 
cleaning story in their own areas, 
sent bulletins about it to their post 
and auxiliary unit members and car- 
ried news stories about the plan in 
their local Legion publications. 


> Offering his congratulations, Wil- 
liam L. Browne, director of public 
relations for the National Institute 
of Drycleaners, said in a letter to 
Detrex: 

“We would like to see this gesture 
of public service on the part of the 
drycleaning industry expand year 
after year.” 

The response from individual dry- 
cleaners, trade associations, Ameri- 
can Legion post commanders, radio 
stations and newspaper editors was 
overwhelming. 


>Many drycleaners supported the 
program with newspaper ads, radio 
announcements, and television spots 
paid for out of their own pockets. 


Detrex supplied radio and tv copy 
and advertising layouts. 

Many radio stations backed the 
free flag-cleaning idea with frequent 
public service announcements. 

From the beginning, once it be- 
came obvious that everyone con- 
cerned would be working against a 
tremendous time pressure, it was 
agreed that the 1954 flag-cleaning 
program would be a test-tube opera- 
tion paving the way for an all-out, 
major campaign in 1955 and subse- 
quent years—if successful. 

It succeeded to an astonishing de- 
gree. There were areas of spotty kit 
distribution, true, but criticisms were 
few and centered around the same 
theme—“not enough time.” 

Plans for a 1955 flag-cleaning pro- 
gram already are being worked out. 
The drycleaning industry has itself 
a big-league, good will program that 
looks as if it will last for many years 
to come. qq 
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Fort Dodge Laboratories Gives Souvenir Keepsake 


Companies which open their plants 
to tours by important groups can 
take a lesson from Fort Dodge Labo- 
ratories Inc. (Fort Dodge, Ia.). The 
pharmaceutical firm has come up 
with a souvenir item which will be 
a prized keepsake of visitors for 
years to come. 

Each spring, the 60-odd members 
of the senior veterinary class of lowa 
State College (Ames ), together with 
faculty members, drive to Fort Dodge 
to tour the laboratories and observe 
the processes of veterinary biological 
and pharmaceutical production. Pre- 
ceding luncheon, the students are 
taken to a lawn adjoining one of the 
laboratory buildings and a group 
photograph is taken. 


The photographer rushes a print 
to a lithographer and, within two 
hours of the taking of the picture, 
printed 9'2x122"" copies are deliv- 
ered. They are quickly placed in 
10x13’ envelopes containing liners 
and, as the students leave for home, 
each is handed one—by an attrac 
tive redheaded secretary. 

Obviously, the young visitors are 
impressed by the production speed 
and they appear quite delighted to 
take home this unusual memento. As 
for Fort Dodge Laboratories, it con- 
siders the relatively small cost 
about 65c per copy—money well 
spent toward acquiring the good will 
of these students, who will shortly 
be practicing veterinarians—and, of 
course, Fort Dodge customers. 


November 1954 ¢ ar « 33 





than any other 
illuminated sign 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design . .. market 
research ...mass production ...consistent product qual- 
ity ...complete records system ... shipping. 


The 25 years’ experience which developed SIGNver- 
tising also established the financial stability to assure 
completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 


NEON PRODUCTS, INC. 


18 NEON AVENUE, LIMA, OHIO 


WRITE TODAY for a free subscription to 
SIGNews, the voice of SIGNvertising®. Or re- 
quest a SIGNvertising® engineer to assist you 
in planning your sign campaign, without any 
obligation. 


In Canada: TEK PLASTICS, Ltd., Toronto, Ontario 
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What was once almost ‘exclusive 
property” of the motion picture 
theaters has found growing favor 
with the nation’s retailers. 


An entirely new trend in selling, 
through outdoor signs that permit 
change of copy, has become increas- 
ingly evident in many retail fields 
during the past year. According to 
the pioneers of this new advertising 
trend, they not only sell the prod- 
ucts which are advertised but also 
increase the volume of all other 
products handled. 

The most important advantage of 
this type of advertising is that copy 
can be changed so quickly and easily. 
This also is the key to the success- 
ful use of the sign, according to ad- 
vertising men familiar with its use. 
In order to attract attention and pull 
in customers, copy is changed fre- 
quently, with regular schedules and 
messages kept fresh and interesting. 

Manufacturers of these types of 
signs are said to be literally over- 
whelmed when they think of the 
huge potential the many interested 
fields offer for their products. 


> Changeable copy signs were at first 
employed almost exclusively by 
theaters, where today they are con- 


SIGNS & IDENTIFICATION MATERIALS 


sidered an absolute essential. Their 
use spread first to other forms of en- 
tertainment—night clubs, baseball 
parks, bowling alleys, dance pavil- 
lions, suburban amusement places, 
stadiums, arenas, etc. 

Hotels started using them to ad- 
vertise their floor shows, and as they 
increased their share of the food 
business, restaurants started using 
the same advertising medium. Road- 
side restaurants and drive-in places 
quickly followed suit, with particu- 
larly good results, indicating that this 
type of sign has a strong appeal for 
motorists. 

As the custom of driving to dinner 
rather than dressing for dinner in- 
creased, the habit of “shopping” for 
dinner became common practice. Ac- 
cordingly, the restaurant’s potential 
patrons are being bombarded with 
roadside reasoning as to why each 
establishment offers the public the 
biggest value for its food dollar. A 
steady stream of signs bids for pa- 
tronage. Restaurants offering good 
food in clean, attractive, comfortable 
surroundings do not always succeed 
although they should have a head 
start. All too frequently they haven’t 
told their story effectively. 

“Each day we feature our special 
menu on the changeable panel, and 
a 300% increase is noted over a small 
increase when we feature the items 
on our menu inside. The effect has 
been tremendous,” is a report from 


Archie’s Town House (Roanoke, 
Va.) after the installation of a 
changeable copy sign. “Increased 
business $2,000 the first 30 days,” 
says another restaurant owner. An- 
other doubled his volume from the 
day of installation. “Increased busi- 
ness 25% the first month and grow- 
ing steadily ever since,” says still 
another. 


>The first use of changeable copy 
signs outside the entertainment and 
restaurant fields was by automobile 
dealers. Car and truck dealers re- 
ported immediate increases in sales 
when they started using this type of 
advertising. For example, Safety 
Motors of Chicago, one of the early 
car dealer users of changeable copy 


Tire Seller . This changeable copy 
sign, featured on AR’s cover, helps sell 
tires for Dayton Tire Sales in Oak Park 
Ill. Copy usually gives late news bulletins 
and other public service information 
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signs, stated that its sales doubled 
when it started posting “daily spe- 
cials”’ on its sign. Used cars and 
trucks were often sold within min- 
utes after they were posted as spe- 
cials. 

Trailer dealers took the hint and 
embarked on special promotions to 
push the sale of car trailers. 


>A thorough study of sales poten- 
tial, careful market analysis, a sen- 
sible advertising budget, and the 
courage to blaze new advertising 
trails can lead to fabulous business 
growth for any service station, ac- 
cording to John J. Moloney, presi- 
dent of Dayton Tire Sales Inc. (Oak 
Park, Ill.). Advertising plans were 
approached exclusively from the re- 
tail operations viewpoint and con- 
fined to gas, motor oil, tires, and 
Exide batteries, for which they are 
also distributors. “We felt we had a 
story that would take a great deal of 
telling to prospective customers,” 
says Mr. Moloney. “We required 
many more billboards than we could 
afford and frequent, large newspaper 
ads were too expensive. 

“A sign on the station site was a 
necessity, however, and I was deter- 
mined that this had to pay for itself. 
It occurred to me that the one type 
of sign I always read was that on 
theater marquees. Why? Very prob- 
ably because the copy on such signs 
was being constantly changed. This 
reasoning convinced me that a 
changeable copy sign was also the 
ideal means of telling our story in 
an effective and economical manner,” 
continues Mr. Moloney. 

“Learning that General Outdoor 
Advertising (Chicago) could install 
the type of sign I visualized, I con- 
tacted them. They went to work on 
the design and assisted us in deter- 
mining the location that would afford 
maximum coverage of the flow of 
traffic in four directions. The loca- 
tion we chose afforded 75°; 
bility! 

“I decided that product advertis- 
ing on the board should largely be 
confined to a permanent type of sign 
above the changeable copy panel. I 
reasoned that if we could attract 
attention with the changeable copy, 
we could, once the car was on the 
premises, do a job of personal sell- 
ing of product. 


visi- 


>“We had our grand opening in 
June,” says Moloney, “and while 
business had been good, a tapering 
off of gallonage followed the cere- 
monies until the sign was erected 
the first of August. It immediately 
became a great factor, not only in 
drawing in new business, but in 
bringing back our first customers 
time after time! 


“On the changeable board we 
posted the latest international, na- 
tional and local news and weather 
predictions. Every word of copy is 
changed at least twice a day. This 
frequency was arrived at by reason- 
ing that we hit the same traffic 
twice a day. Baseball and football 
scores, however, are kept up-to-the- 
minute. Our station is open 18 hours 
a day but even when we’re closed, 
from midnight to six in the morning, 
the sign remains illuminated. One 
man on each shift comes to work 
30 minutes early to make the change. 
At the current prevailing rates, the 
change in copy costs only about a 
dollar. 

“Material for the copy is pro- 
cured by having a radio tuned in on 
newscasters all day and supplement- 
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ing this coverage with copies of all 
editions of the newspapers. 


>“To determine how much our sign 
was being read, we made temporary, 
deliberate errors in ball scores or 
spelling. The reaction was immedi- 
ate! People drove in to tell us about 
the error, while others called by tele- 
phone. 

“It is now common practice for 
folks to slow down when they ap- 
proach our sign so that they can read 
the entire message. People tell us 
they actually go a block or more out 
of their way to read the daily mes- 
sages. We’ve had more favorable 
comment on the board than I ever 
received on any other type of ad- 
vertising in all my merchandising 
experience. 
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a Sales force 
that sticks 
to the job! 


ecals 


are permanent... colorful 


Ravertise 


Place your brand name before the pub 
lic and keep it there with attention get- 
ting, permanent window valances and 
signs, truck decals. 


Taentity 


As product nameplates, they're easy to 
apply, stick to their job. Dealer service 
decals back up franchised dealers with 
instant identification. 


Brilliant colors, creatively designed, PF 
decals give the effect of individual hand 
painting for ornamentation. 


Sen 


At the point of purchase, turn impulses 
into sales with dynamic, colorful decals 
that help you cash in on your national 
advertising. 


Learn how PF decals can aid in selling your 
product. Art services, consultation, and es- 
timates without obligation. Send coupon to- 
day for FREE informational booklets. 


PALM, FECHTELER & co. 


85 MAPLEST., WEEHAWKEN,N.J. Dept. AR11 
Please send me your FREE Booklets: 


Decal-Ways to Sales 
—_.._ PF Window Valances and Window 


Signs 
___. How leading advertisers use decals 
Name 
Firm. 


Address 
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Night Clubs to Churches .. . Once almost 
exclusively used by motion picture the- 
aters, changeable copy signs now are 
being used to plug everything from night 
club entertainers to visiting ministers. 


“This board has assumed such an 
important place in Oak Park that 
various local organizations besiege 
us for space to promote civic events 
and charitable drives. Accordingly, 
we get the plus value, good public 
relations for our firm. We have 
realized a 10% increase in gallonage 
a month since the erection of the 
sign and I believe that any service 
station properly utilizing a similar 
sign should enjoy a like increase. 

“While all of this is highly grati- 
fying, the actual results, business- 
wise, are even more unbelievable. 
There has been a definite increase 
not only in gallonage but in the en- 
tire operation ever since the sign was 
installed. 


>“As previously stated, our product 
advertising on the board is confined 
to a permanent type sign above the 
changeable copy panel. Personal 
selling of product ties in especially 
well with the weather report. When 
there is an impending cold snap, the 
man servicing the car calls the cus- 
tomer’s attention to this and suggests 
anti-freeze. In the event of heavy 
snow, he talks mud and snow tires. 
it’s really surprising how the board 
paves the way for plus selling. 

“Everyone needs some type of sign. 
At first, the cost of a changeable copy 
sign may seem high, but when you 
weigh the cost of alternate types of 
signs and other advertising, and 
compare the selling impact, it’s un- 
usually low. Consider the cost of 
erecting ordinary painted panels, the 
repainting for changes about four 
times a year, to say nothing of the 
cost of repainting as frequently as 
you'd like to. 

“As against newspaper advertising, 
the sign pays for itself in ten weeks 
because an ad expected to bring the 
same results would be 10% of the 
cost of the board per week. Our 
board, furthermore, gives us a 
change of copy twice daily, or four- 
teen times a week, instead of once a 
week and we can do almost any- 


a \ 
Ps 3 es 


WEAR VANCE HAVNER HERE 
DIFFERENT INTERESTING 
NOV 27 TH THRU DEC 4TH — 


ROSPECT AVE. BAPTIST CHURCH 


thing, copy-wise, with our board that 
we could in newspapers. 

“IT believe a changeable copy sign 
is as effective as a traveling copy 
sign like those, for example, in Times 
Square or on the Sherman Hotel in 
Chicago, and changeable copy is 
much easier to read. Once installed, 
a changeable copy sign costs prac- 
tically nothing. It just goes on and 
on making money!” 


>High class luxury lines were not 
adverse to employing any medium 
that sold goods. Furriers, jewelers, 
florists and sporting goods stores fell 
in line with announcing specials on 
changeable copy signs. 

Liquor stores and record shops 
found this medium of advertising 
helped push their sales. At the out- 
skirts of Chicago, a huge sign with 
permanent letters announcing “Chi- 
cago’s Last Liquor Store” above a 
changeable copy installation which 
shows daily features stops many 
motorists driving home to the su- 
burbs. Record fans in Memphis, 
Tenn., watch for announcements of 
new arrivals on the changeable copy 
sign at Ferguson’s Record Shop. 

And so the use of these signs 
spread to almost all commercial fields 
—furniture, appliances, drugs, laun- 
dries and cleaners, lumber and hard- 
ware. 


>When department stores suc- 
cumbed, advertising men decided 
that the barriers were really down. 
Federal Department Stores in De- 
troit was one of the first and others 
followed quickly. Mail order houses 
with local retail stores found the 
medium valuable. Sears uses high- 
way signs with changeable copy as 
well as installations at various stores. 

Public and civic buildings were 
next. The beautiful big auditorium 
in Worcester, Mass., for example, has 





















a large but neat installation where 
features and coming attractions are 
posted. 

But when banks—conservative, 
steeped in tradition—started bally- 
hooing their services and civic af- 
fairs, some sign men almost fainted. 
But they had another shock coming, 
for soon churches of various denom- 
inations from coast-to-coast now 
knew that they, too, had something 
that could be advertised and started 
using changeable copy installations. 


> Today, big industry uses change- 
able copy boards in employe rela- 
tions work and safety promotions. 
Many oil companies use them at their 
refineries. Mid-Continent Petroleum 
Corp. recently reminded its em- 
ployees at its Tulsa plant on a big 
changeable copy board that “A Little 
Safety Is Good For Life.” 

When it came to the acceptance of 
changeable copy displays by mer- 
chandisers of the necessities of life, 
it was a case of going all out. Some 
of the largest food chains ordered 
elaborate installations for all of their 
stores. Here was a medium which 
permitted the advertising of specials 
within minutes after they arrived. 
There was no need of holding their 
fire until ads could be prepared for 
the newspapers. Also there was no 
need of waiting until fresh vegetables 
and fruits started to wilt before fea- 
turing them. 

Markets with such signs could now 
show specials on the same items fea- 
tured by competitors five minutes 
after the newspapers hit the street. 
It is interesting to note that in some 
states, like Texas, supermarkets have 
installed more changeable copy 
panels than are used by the theaters 
in those sections. 
































>“The best medium of advertising 
for a grocery store,” says Mr. Rich- 
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Safety Slogans . . 
for the changeable copy 





around industrial plants. 




















. Another popular use 
signs is for 
safety slogans, situated at strategic spots 
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For Indoor or Outdoor Use 


No other permanent type point 
of purchase medium offers the 
combined versatility, durability, 

and economy of American decal 

signs. Quickly applied to either 
glass or opaque surfaces, either 
indoors or outdoors. American 
decals put valuable advertising 

space to work for you—day anda 
night—and this space is cost free! 











American Decals remain bright and 
attractive for years, provide immediate 
identification of your sales outlet— 
tying in all your other advertising 
efforts at the time and place your product 
may be actually purchased! 


Allow American to help you plan your 
decal dealer signs now! Art and con- 
sultation services without obligation. 





leita met ele le meee 
4334 Fifth Ave., Dept.B, Chicago 24, Ill. 
New York @ Cleveland @ Windsor, Ont., Canada 
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COA sparks ““sparkler’’ sales! 





A “diamond” of mirror glass slowly rotates to catch the light 
and catch the eye on this “jewel” of a sign in Jacksonville, 
Florida. Spotlights and chaser action bulbs increase effective 
selling night and day. 







Why not let GOA spark your electrical and identification 
sign this way? Whether you need one sign or a thousand, the 
experience of the entire GOA organization is at your service. 










Call your nearby GOA branch 
office for full information, or write: 
















General Outdoor Advertising 
515 South Loomis Street, Chicago 7, Illinois 
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Meyercord’s Idea Book on Point of Sale 
DECAL SIGNS 


Yours FREE .. . write for your copy today... 


The new Meyercord Decal Sign AD-visor is 
the biggest, most complete book for the field 
of Point of Sale decal signs that we've ever 


assembled .. . and we want you to have 
4 copy with Meyercord’s compliments. The 
AD-visor is packed with dozens of new uses 
and new ideas for permanent Point of Sale 
decal signs with hundreds of illustrations in 
full co‘or. You'll see how the nation’s leading 
national and regional advertisers are using 
Meyercord Decai Signs to promote famous 
brand names, product reproductions, trade- 
marks and sales producing messages. Plenty 
of potent ideas on how you may stimu'ate 
sales at the dealer level. Write for your FREE 
copy on your company letterhead today! 


HE MEYERCORD CO. 
Dept. A-207, 5323 W. Lake St., Chicago 44, Illinois 
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ADVERMAT Bitgune 


Give your product that last-minute re- 
minder right at your customer's finger 
tips. Dealers like Advermat coin mats 
because of their high utility value. 
Incredible? But absolutely true! Dealers 
do fight to get Advermats. Long-life rub- 
ber mats with your product name and 
selling phrase permanently vulcanized to 
the surface. Advermats sell your prod- 
uct where it counts, right at the dealer’s 
highest traffic points. 
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FREE: We give you a free Advermat sam- 
ple. No obligation. For complete details 
write today for free brochure containing 
complete information. Dept. AR-11 
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461 Fourth Avenue, New York 16, N. Y. 
Phone: LExington 2-3051 
Representatives in principal cities and Canada. @ 
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Theater Must . . . Changeable copy signs 
have become a 


“must’’ for movie theaters 
to announce changes in their film pro- 
grams 


ard P. Herron, of Stueart’s 14 Market 
(Hot Springs, Ark.) about his Wag- 
ner Changeable Copy Sign. 

“T thought that a lot of traffic was 
passing me by that ought to be 
stopped. The sign proved to be a 
novelty. People stop and come back 
just to look at it, for fear they’ll miss 
a bargain. I run about 200 customers 
more a week than a year ago due to 
the sign. I used the same items on 
the windows and didn’t stop any- 
body. Then I put the same items on 
the sign and moved them. The sign, 
at night, with its lights, gives me 
about a third more traffic from eve- 
ning and late customers. 

“I have shown a gain every week, 
10% per month. When I advertise 
something irregular or unique, I get 
comments from all over the country. 
I advertised beer, sold all of the 
four-can cartons in town, picked it 
up everywhere else, over 200 cases, 
and that’s in the winter! 

“I had several items I couldn't 
move, end-cut pork chops for in- 
stance. Now I don’t have any trouble 
moving them. I don’t have to buy 
English cuts and pay a 10¢ premium 
for them. 

“The sign also gives me an advan- 
tage over my credit competition. 
They ride them quite a bit about 
why they don’t sell at my prices. I 
can change the entire copy on one 
side in fifteen minutes. Painting the 
windows took five times as long.” 


>In Myrtle Creek, Ore., the Super Y 
Market reports a similar experience 
with changeable copy panels. In the 
first use of this board, the market ran 
fryers at 89¢ apiece for Friday and 
Saturday, advertised only on the 
board and not in the newspaper. The 
butcher ordered ten dozen birds 
which he thought would be enough. 
About 11:30 a.m. this special was put 





on the board. At 5 o’clock the butch- 
er was beside himself trying to get 
more fryers. He was completely sold 
out at 4:15. The butcher finally got 
another ten dozen fryers Saturday 
morning. The fryers came in around 
9:00. By 1:15 he had completely sold 
out. So they went to the competitor 
who had also advertised the same 
special by newspaper and had sold 
only one dozen fryers during both 
Friday and Saturday. 

As will be noted from the interior 
installatior <f changeable copy pan- 
els in the Food Fair Store (Philadel- 
phia), alert merchandisers can use 
this device for quickly and economi- 
cally disposing of an oversupply of 
perishables, balancing meat supplies 
by stepping up the sale of over- 
stocked cuts. 

The Food Fair installations also 
illustrate how the promotion of that 
firm conforms to the findings of the 
recent survey by the Point-of-Pur- 
chase Advertising Institute which 
shows that 38% of the products 
bought in super markets were im- 
pulse purchases and that 13% of de- 
cisions as to brand were made at the 
time of purchase. 


> Once installed, a changeable copy 
sign costs practically nothing. It just 
goes on and on making money. Hav- 
ing power of attraction is not the sole 
requisite of a good sign. It must con- 
stantly possess a freshness of mes- 
sage that results in a perpetual curi- 
osity and interest on the part of the 
passerby. It should cause people to 
actually watch for it. Such an ideal 
sign would, by ordinary procedure, 
be prohibitive in cost. 

That’s why the modern changeable 
copy display panel is gaining such 
rapid acceptance and tremendous 


popularity throughout America. It 
affords the degree of dignity that is 
demanded by most successful oper- 
ators. It is as permanent in nature 
as the building itself. Once installed 
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Easy to Change . 


. . Copy on the signs 
is easy to change. Workman demonstrates 
how the letters are removed and manipu- 
lated using a mechanical hand. 


Changeable Copy Booklet 


An elaborate, well-illustrated cata- 
log on changeable copy displays is 
available from Wagner Sign Service 
Inc. (Chicago). It shows many ex- 
amples of this type of advertising. 
For your copy, circle No. 101 on the 
Readers’ Service card inside the back 
cover of this issue. 


there is no further cost, except for 
possible infrequent lamp replace- 
ment. It is effective by day and by 
night. It in no way detracts from the 
appearance of any location, but rath- 
er is an embellishment. 

But most importantly it is a new 
sign every day. This is of particular 
importance where repeat business is 
sought from the same throngs which 
pass a door regularly. The message 
of yesterday becomes a new, freshly 
interesting theme for today—all in a 
few seconds’ time. It’s as easy to 
change as the marquee sign of any 
theater and millions have marveled 
at the speed with which movie the- 
aters effect such spectacular changes 
in such a few minutes. 
>The assembly consists of vitreous 
porcelain enameled steel panels, met- 
al uprights which are galvanized 
after fabrication, and an attractive 
metal border. 

These assemblies are available in 
any length, in multiples of 5’, and 
any height, in multiples of 7”, start- 
ing at 20”. They are easily erected on 
upright supports or against any wall. 

The porcelain enamel panels will 
last many years without cracking, 
crazing, chipping or  discoloring 
caused by the weather. 
> Changeable copy panels are of two 
general types, the front illuminated 
and the rear illuminated. Both are 
available in sizes to meet every con- 
dition and budget. 

The new steel panel backgrounds 
are lowest in cost. The letters mount 
directly on the face of these panels. 
Since no dirt-catching bars are re- 
quired to hold the letters, the face of 
the sign is practically self-washing. 
Water and soot drain to the rear of 
each panel. High velocity winds pass 
through the openings between the 
individual panels with entire safety. 

Illuminated by floodlights, spot- 
lamps, gooseneck reflectors, fluores- 
cent tubes or existing artificial light, 
the sign is effective by night as well 
as day. 
> The tendency, however, is to favor 
the rear-illuminated changeable copy 
panels which are comprised of 
frames, letter mounting bars and 
glass backgrounds. Because of their 
strong construction, plus the fact that 


the frames can be installed before in- 
stalling the glass, they can be built 
without limitation of size. They can 
be serviced economically through 
open windows and without removing 
frames. The lighting is accomplished 
by lamp bulbs on neon tubes. 

The panel installed should be large 
enough to get in plenty of powerful 
sales copy and still leave ample white 
space. In the case of drive-ins, it is 
especially important that the sign 
face be very large, for large size let- 
ters must be used to form copy which 
can be readily read by fast-moving 
traffic which is usually some distance 
from the panel. 


>The letters used to form the copy 
are available in a broad range of 
sizes, such as 4”, 6”, 8”, 10” and 17” 
in translucent colored plastic, and 4”, 
6”, 8”, 10”, 12”, 16”, 24” and 30” in 
aluminum. Attractiveness and inter- 
est can be heightened by the use of a 
variety of colors such as red, blue, 
green and amber. Red and green are 
particularly popular. The stock of 
letters should be large enough to say 
what should be said. A shortage of 
letters means that carefully planned 
copy may have to be changed and 
the selling punch lost. 

The copy should be laid out in an 
attractive, interesting and effective 
manner. The specials should be am- 


suser GRAC 


POINT - OF - PURCHASE 
and ROADSIDE 


ply described. Letters should be 
properly spaced. New wind-proof 
methods of mounting will hold the 
letters in position despite storms. 

The copy should furthermore be 
laid out so as to employ more than 
one size of letter; so as to emphasize 
the outstanding feature of the offer- 
ing. In fact, copy should be laid out 
much the same as a newspaper ad- 
vertisement. No one orders a news- 
paper advertisement set all one style 
and size “to fill.” 


That Pabco Girl Again . . . The newest 
24-sheet poster in Pabco’s current cam- 
paign features the ‘’Pabco Girl’’ in a styl- 
ish, new leisure outfit and plugs the com- 
pany’s asbestos cement siding. Earlier 
posters showing the same model pushed 
the company’s other products — paints 
and roofing. (See AR, Aug. page 69, 
“Pabco Sells Color with a Coordinated 


Campaign”’ ) 


for BEAUTY THAT SELLS...and LONGER SERVICE LIFE 


oo 


ANY TYPE SIGN - PLAIN OR REFLECTORIZED 
Large nationally known firms throughout America sell 
with GRACE Metal Signs. 


Whatever type sign your client may need . . . Roadside, 
Point-of-Purchase, Curb, Bracket, Tacker, Cut-Out, 
plain or reflectorized ... GRACE makes it. Silk screen 
processed on Metal, GRACE signs are 

beautiful and longer-lasting. Pre- 

testing assures top quality. 


SEND NOW... 
for CATALOG in Full Color 


3600 S$. 2nd ST. * ST. LOUIS 18, MO 
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— | New Type Fluorescent 


Ma | Signs To Be Produced 
: Production of a new type of fluo- 
| 1 rescent sign has been announced by 
CL / : Artkraft Sign Co. (Lima, O.). Art- 
kraft signed a license agreement with 
4 International Neviol Ltd. of Hol- 
3 land, which developed the sign, to 
‘{ manufacture the signs in the U. S. 


According to the company, the 

: Artkraft-Neviol signs have a fluo- 

WITH OHIO POINT-OF-SALE SIGNS AND DISPLAYERS — rescent material impregnated with a 
’ a ; special process within the sign face 

: so as to be permanently protected 


CINCINNATI 2, OH ie} é from the ultra violet rays of the sun 


as well as from other elements. This 


e : : represents an advance over other 
x Low Cost [impressions Figures on request : types of fluorescent materials which 


fade under ‘exposure to sunlight, the 
company says. The company also re- 
ports that the face of the sign will 
not flake or scratch, and the mes- 
sage will not wear off, thus insuring 

eT Leading manufacturer of silk a long life for the sign. 
screen and lithographed metal A special black light activates the 
a f ee ae , fluorescent sign face. Then the face 
; re i signs. Specializing LT of the signs, the advertising message 
e CUM ele tt Le and the trademark used become the 

~ aluminum. Plain or reflectorized. actual light source. 

Artkraft is producing the signs 
' formed to any shape ordered by the 
ee ry Pe Nt advertiser. A wide variety of colors 
+ yecasee POSE | is available. As part of its merchan- 
AUTHORITED SALESSSERWCE ape sig dising program for the new sign, the 
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BS Boe oR Ld 


= y, a | company is offering free to any in- 
QOVALCROWy . aati | terested quantity buyer of signs an 
COLA. ROBERTSON SIGN CO. actual working miniature of the new 


SPRINGFIELD, OHIO sign. 


| For your copy circle No. 132 on the 
. for more details circle 257, page 111 Reader’s Service Card inside back cover 


i New Device Automatically 
Circles 


te Thinking of a | Turns on Lights at Dark 
naer | 


° ° 9 | A new device that automatically 
y Yo uF Gift for Christmas - | turns on signs or other display lights 
( SS a | at dark has been produced by Fisher- 
) \) 5 es 4 Pierce Co. (Boston). Called the Nite- 
y . lighter, the device is a compact, pho- 
ESTABUSHED 668 | ° ° 
PRESS CLIPPING BUREAU | toelectric eye unit. 
BArclay 7-537! The Nitelighter can be placed on a 
Pete Gees stand or table or mounted on a wall 
siinliae = : a ee — Book with its photoelectric, light-sensitive 
ou're sleepless from worr wit ° mprinting. wo Sizes — | wi ol ee af a . 
y P y 12"x15"—$8.90 or 18”x24’-$20.00 eye facing toward a window. The 
ait aadiiadlh eal that aii | light or sign to be controlled is 
aves y plugged into the unit’s plug fixture. 
ads, switch to AR and watch the <— When = poe dark outdoors, the 
- for more details circle 177, page 111 Nitelighter automatically turns on 
response and orders come in! the sign, which will stay lit until 
daylight. 

The unit will plug into any stand- 
VITRALUME SIGNS ard electric outlet and comes 
equipped with an 8’ cord, an adaptor 
Te aap Poh ie plug and a bracket for mounting. 
- i le ealtaalnR os octane oan Retail price of the Nitelighter is 

Advertising Yeo) <4 SUN 15 95 P e 

3221 W 30th St. * Chicago 23, il " ? 


Requirements Additional details are available. 





For advertising results that pay 


off, use in Lifetime Porcelaih Ename 





For your copy circle No. 133 on the 
. for more details circle 250, page 111 | Reader’s Service Card inside back cover 


42 ¢ ar * November 1954 





Why Agencies 


WINDOW & STORE DISPLAYS 


Should be Interested in 
Point of Purchase Displays 


A point of purchase expert addressed the executives of a 
leading advertising agency. What he had to say should be 


of interest to everyone who is involved in retail sales. 


By Bert Enos 


AR Associate Editor 


Because ad agencies primarily 
concern themselves with commis- 
sionable media, point of purchase is 
often left out of otherwise effectively 
planned campaigns, according to 
Joseph Callan, president, Chicago 
Division, Einson-Freeman Co. Inc. 
(Long Island City, N. Y.). 

Mr. Callan made the statement in 
a talk on “How to Keep Point of Pur- 
chase from Becoming a Point of No 
Return” before top executives at 
Foote, Cone & Belding (Chicago). 


> Here’s what happens, in Mr. Cal- 
lan’s own words. 

“An agency spends many months 
of research creating a campaign, 
theme or sales feature for a client. 
At the same time, because they are 
non-commissionable, there’s a tend- 
ency for the agency to leave point of 
purchase materials out of its plan- 
ning. The advertiser, on the other 
hand, is vitally interested in all the 
phases of this campaign that is being 
created for him and suddenly, about 
two weeks before the campaign is to 
hit, the realizes, ‘Gosh, we need a 
point of purchase program.’ 

“So he calls in his sales promotion 
manager, who in turn calls for sup- 
pliers to create a point of purchase 
program. In walk half a dozen ‘lost 


Joseph Callan 


souls’ who know nothing about the 
campaign that has been developed by 
the agency, nothing about the market 
the advertiser is trying to reach, and 
nothing about the retail problems the 
advertiser faces at the point of pur- 
chase with his distributors and deal- 
ers. 

“The net result of all this last-min- 
ute activity is a display which fea- 
tures a big-bosomed girl pointing to 
the product or some equally stereo- 
typed gimmick that is in no way even 
remotely related to the original cam- 
paign.” 


> The reverse of this procedure is, 
of course, what should happen. As 
Mr. Callan puts it, “The point of pur- 
chase display should carry the full 
force of the sales message from the 
time it first registers right to the ac- 


tual purchasing point—that vital last 
18” where sales are either made or 
lost.” 

Mr. Callan doesn’t believe that 
agencies should go into the point of 
purchase business, nor that they 
should specify point of purchase ma- 
terials in the way, for example, that 
they specify space in media. He does 
argue, however, that many an adver- 
tising campaign could be more effec- 
tive from both the client’s and the 
agency’s viewpoint if the agency it- 
self were aware of the full impor- 
tance of point of purchase and could 
advise and help its client in the selec- 
tion of this media. 


> One agency which agrees with this 
point of view is F C & B, whose Frank 
E. Delano told members of the Point- 
of-Purchase Advertising Institute 
that agencies whose interest in point 
of purchase is not very great because 
they don’t get 15% inevitably will be 
in trouble with their clients. 
Fairfax Cone, F C & B president, 
takes the same position and only 
recently invited his top executive 
group to sit in with Mr. Callan for 
the clinic on effective point of pur- 
chase materials. At the clinic, Mr. 
Callan stressed three essentials of a 
strong point of purchase program 
that would help advertising men 
with their planning. 
1. The point of purchase display 
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HAUGAN Advertising, Inc 


Toy oR, tas 
Aden} tarours 


aar worK 
cM START TO FINISH. STALE ON, 
# FROM COAST to coast 


PROFESSIONAL DISPLAY INSTALLATIONS 
PLANNED AND ORGANIZED TO TIE IN 
WITH YOUR ADVERTISING PROGRAM 


25 YEARS OF KNOW-HOW 


A NATIONAL POINT-OF-PURCHASE 
OPERATION PROVIDING POWERFUL 
“REMINDER” IMPACT AT RETAIL LEVEL 


EFFICIENT AND ECONOMICAL 


DISPLAY INSTALLATION FACILITIES 
COAST TO COAST 


ONE-COMPANY RESPONSIBILITY 
ALL THE WAY 


HAUGAN 
Advertising inc. 


114 EAST 32nd ST., NEW YORK 16, N. Y. 
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Display Problem 
Got You Down? 


Don't despair... 
just call 


COPELAND 


Designers and manufacturers 
of every type display 
in all materials 
since 1935. 


Call or write for literature 


Copeland Displays, Inc. 
537 W. 53 ST., N. Y. C. 
CO 5-5621 
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should be an integral part of the 
complete advertising program. 
There’s a Swan soap supermarket 
wrap-around, for example, that con- 
verts a grocery cart into a movable 
product bin. The wrap-around fea- 


— 
SWAN 


CPE MTT 


tures a swan of the same dimensions 
as the basket and achieves at-a- 
glance identification and integration 
with the swan so frequently seen in 
Swan soap ads in other media. 

The supermarket wrap-around is 
a four-color, flat, die-cut piece made 
of 200 lb. tag and is fastened to the 
grocery cart with Magill fasteners. 
This type of display and product 
identification has achieved outstand- 
ing success, according to Mr. Callan, 
with one dealer reporting that where 
he formerly sold a gross of Swan soap 
in six months, with the wrap-around 
his sales are up to three gross in 10 
days. 


> Another example is the Rheingold 
moving book that was responsible 
for polling more than 14,000,000 votes 
in a Miss Rheingold contest in 35,000 
outlets in New York, New Jersey and 
Connecticut. 

For 13 years now, Rheingold beer 
has been naming a Miss Rheingold 
of the year, and the problem in the 
1953 contest was to coordinate the 
contest with other Rheingold adver- 
tising in such a way that interest in 
the campaign would continue at a 


yore HERE 


OR 
Miss Rheina: 


Serer 


high peak at the same time Rhein- 
gold beer sales were boosted. 

The moving book design was used 
for the first time. Offered in two 
sizes, 30x30” and 18x14”, it featured 
each of six contestants for the title in 
full color on one of six moving pages, 
with pages seven and eight used for 
promotional copy. Unlighted, the 
moving book was set on a counter 
in the outlet and the pages slowly 
moved by means of a 110 volt AC 
midget motor. 

Rheingold officials have attributed 
the company’s rise in sales from 28th 
place to 5th in large part to the 13- 
year Miss Rheingold contest cam- 
paign and its backing up with strong 
point of purchase materials, accord- 
ing to Mr. Callan. 


2. While advertising people are not 
expected to be engineers, they should 
be aware of the skill and time in- 
volved in the manufacture of point 
of purchase materials, each of which 
is custom-made, with special dies, 
makeready, etc., demanded for each 
job. 

Of interest here is the 6’ high Jell- 
O whale, a 40” wide, four-color, 
three dimensional display that uses 
the same art and theme as is used in 


BRAND 


4h 
SIX DELICIOUS FLAVORS 


the Jell-O national magazine cam- 
paign. 

Cardboard, corrugated and tag 
stock were used in constructing the 
whale, with the tag stock formed in 
the shape of a whale to give a three- 
dimensional effect. The display floats 
on two poles above a product bin, 
and is in four-pieces, die-cut, ready 
to be assembled by the dealer. Move- 
ment is achieved with a dangler 
spouting from the whale’s blowhole 
and supporting three cardboard 
dishes of Jell-O that move easily and 
freely. 


> The Schenley falling bottle is an- 
other example of a custom-made dis- 
play. It was in great demand among 
liquor dealers because of its eye- 





catching appeal. Of vacuum formed 
plastic, the falling bottle is a half- 
round replica of the famous Schenley 
Reserve Decanter. A hidden rod links 
the plastic bottle to a cardboard car- 
ton which houses a miniature AC 
motor. The display is lined up on a 
shelf holding actual Schenley decan- 
ters with several real bottles on each 
side. 

In motion it comes out from the 
shelf in a downward arc, giving a 
very real illusion of a bottle falling 
off the shelf. Good for gags, the fall- 
ing bottle has called attention to 
Schenley products and has at the 
same time made many a barroom 
customer wonder if he needed a 
drink—or had one too many! 


3. It is important to know the prob- 
lem the advertiser faces at the point 
of purchase with his dealers and dis- 
tributors. 

In general, these problems fall into 
three categories—how point of pur- 
chase materials are distributed, how 
the displays are set up, and problems 
of research and design. 

Depending on the type of product 
there are three methods of distribut- 
ing point of purchase material: 

@ Some is given away when the re- 
tailer buys a certain amount of mer- 
chandise. 

@ Some is sold outright to the re- 
tailer. 

@ Some is sold to the distributor 
with half the cost absorbed by the 
advertiser through a cooperative 
fund. 


> Displays are set up in one of two 
ways: 

@ Some advertisers have their own 
“detail” men who go into the store 
and set up the display. 

e@ Other advertisers rely on the re- 
tailer himself to set up the display. 


> Research and design are increas- 
ingly important in point of purchase 
displays, according to Mr. Callan, 
because of the highly competitive 
nature of today’s merchandising. 
For example, Motorola had a prob- 
lem when it needed a display to tie in 
with its “Big Look” national maga- 
zine, newspaper, radio and tv cam- 
paigns. The problem arose because 
dealer outlets, which formerly had 
only a few models on the floor with 
lots of room for large displays, today 
look more and more like warehouses 
with display space at a premium. 





for this FREE BOOK 


A “must” for every sales and ad 

executive. It’s chock-full of point-of-purchase 

selling ideas and will help you wrap up a 
successful advertising and merchandising campaign. 


PUMA 11 LS ee 
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for signs they put up 


“FASSON’” 
Dry-Adhering 
PAPERS 


Finest quality pressure-sensitive 
papers for signs — easy up, stay 
put, peel off clean. Popular 
for labels, bumper strips, too. 
Coated litho, high gloss, tag, 
foils, pyroxylins, fluorescents. 
Free samples, layout sheets for 


ae ad men, printers. Write today. 
Lady Godiva, prominent so- 


ciety matron uses only Avery 
Fasson Outdoor on her morn- 
ing canters in Coventry Park. 


AVERY Paper Company 
260 Chester Street « Painesville, Ohio 
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clocks, 


(that is) Model F-22 
* Leading Advertisers use 


modern clocks for they know clock advertising com- 
monds preferred position at the Point-of-Purchase. 


modern clocks — specialists in clock designing and fab- 
rication for 23 years — give brighter illumination, 
flexibility in dealer imprints, and low line voltage 
operation; all at competitive prices. 


see our complete line: 
Display Center, 58 Park Ave., NYC 


today—wire, write or phone for complete information. 


Exclusive territories available 
to representatives. 


modern clock advertising co. 
212 Broadway, New York 7, N. Y. AP 7-8709 
“the Utility line in P. O. P. Display” 
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HOLDS DISPLAY TO ANY SURFACE 


=) ea 


WEST FULTON STREET CHICAGO 6, ILL 





DOUBLE 
a COATED 
ADHESIVE 


FOR MOUNTING LIGHT DISPLAYS 
A) ES Se ee 


a i4at Ton-ya le 


ASTRAY ith Ge 


FOR SUSPENDING MOBILE DISPLAYS 


A) ee ee 


T FULTON STREET CHICAGO 6, ILL 
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If YOU Are in any 
of these fields... 


Paper Signs and Identification 

Printing and Binding Materials 

Premiums, Prizes, Audio and Visual Aids 
and Specialties Direct Advertising 

Shows and Exhibits Art and Photography 

Typography and Layout Photoengraving and 

Labeling and Packaging Platemaking 

Radio and TV Production Window and Store Displays 


Your advertising belongs in 


Advertising 
Requirements 
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Window or interior use with poles and 


oll display cards. 


Counter use with table model using ex- 


tra cards on counter or on other sets 


Monel) L00K ss 


Window use utilizes cards to fill in win- 


dow on top of table models. 


Interior or window use setting large 


card on consoles 


Window use or interior use with 


3 consoles. 


Window use can be used with two or 


more consoles and table models. 


‘ ae ee 
= O eter] 2 


eoa 


Window or interior use putting large 


display cord on woll 


Window use of paper diecut pieces 


put on windows with scotch tape. 


Window or interior wall use of same 


diecut paper pieces 








The Motorola display, designed for 
versatility as well as impact, includes 
two poles and 11 eight-color cards, 
each of which gives a reason why 
Motorola is “Best Buy for 755.” A 
specially constructed and patented 
easel, designed to meet requirements 
requested by dealers, provides nu- 
merous ways of fixing the cards to 
the poles, with the result that the 
display can be used on the floor, on 
a counter or as a window display and 
with a variety of table top and con- 
sole models. 

Suggestions for using the display 


are enclosed with every package so 
dealers may get maximum use from 
it. In addition to the fact that this 
particular display mentions the Mo- 
torola name 11 times, it also serves as 
a constant reminder to sales people 
of the features offered in Motorola 
tv. 


> Versatility is also a feature in a 
Nestle’s demonstration-type display. 
This is a tube display with a product 
basket and is so designed that the 
salesman can have it opened and on 
the floor and loaded with Nestle’s 





TOLL HOUSE 


JOKIES 


product from the shelves while the 
dealer is saying the proverbial “Jack 
Robinson.” 

Another display that is a help to 
dealers is the Hoover Wishing Well. 
A 44” high display, the Wishing Well 
is of die-cut cardboard, complete 
with bucket and well, and stands on 
a platform for displaying Hoover ap- 
pliances. The display is designed to 
be used in conjunction with a con- 
test or as a general store or window 
display. 


As a contest, women customers of 
the appliance store or department 
get cardboard Wishing Well coins 
from the clerk. The customer writes 
her name and address on one side of 
the coin, writes in the “wished for” 
appliance on the other side, and 
drops the coin in the bucket. At the 
close of the promotion a coin is 
drawn and the lucky winner gets the 


Hoover appliance of her choice. 

As for “non-winners,” the dealer 
mails their coins to their husbands, 
suggesting how the husband can 
make the wish come true by drop- 
ping in to purchase the “wished for” 


—but “not won”—appliance. As evi- 
dence of a spirit of cooperation, the 
dealer makes the husband a special 
“wishing well” offer. 


> Like every other phase of the ad- 
vertising business, point of purchase 
selling has its amusing “flukes,” too. 
Mr. Callan told of a display designed 
for Schrafft to dramatize the length 
of time the company had been in 
business. 

The display featured a modern gir] 
with a box of chocolates and an old- 
fashioned girl, also with an appro- 
priate box of chocolates. What 
happened? Shoppers who saw the 
display were intrigued by the old- 
fashioned box and so many of them 
requested it, the Schrafft company 
had to put the old-fashioned box back 
into production! 


S\CHRAFFTS 
7 


CHOCOLATES 





Pepto-Bismol 


eee 


Peet ae 


DIARRHEA bi 
INDIGESTION 


eT a 


* Word “Upset” oscillates — giving customer 





HANKSCRAFT 


DISPLAY MOTORS 


onda 
SELL MORE Pento-Bismol 


Another ‘famous name” in action. This new 


Pepto-Bismol display, using the low-cost 


trouble-free Hankscraft Display Motor, is 


increasing sales because nothing attracts 


attention like motion. Operates for weeks 


without attention, on a single flashlight battery. 


FREE BOOK! 16 pages of detailed information and 


drawings on 11 basic Hankscraft models, special 
motor applications, and free engineering service 


that will help you plan the most effective 


animation for your display. 


THE HANKSCRAFT COMPANY, Dept. AR-11 


graphic visual reminder of product value. 


Display designed and produced by 
Sweeney Lithograph Co., New York. 


THE HANKSCRAFT COMPANY * REEDSBURG, WISCONSIN 


NAME 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 


city 


COMPANY 


REEDSBURG, WISCONSIN 


Please send me FREE manval on Hankscraft Display Motors 


STREET ADDRESS 


STATE 
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MOTION DISPLAYS 


. and Hansen SYNCHRON Timing Motors 
are the choice of the industry for such 
varied jobs as operating clocks and turn- 
tables, turning pages of jumbo books, 
and similar operations requiring high 
power at slow speeds. They are 
sturdy, dependable, adaptable, and 
long-lived! 


SYNCRNMON” 


TIMING MOTORS 


operate displays smoothly, without 
vibration . . . pull up to 8 in. oz. at 
1 RPM .. . operate in any position 

. are available with gear trains 
to convert any speed. Hansen en- 
gineers will work with you to devel- 
op special applications for your re- 
quirements, present or contem- 
plated. Write for details. 


HANSEN MANUFACTURING CO., Inc. 


PRINCETON 11, INDIANA 
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Requirements 
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Advertising 


Results 
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IT'S THE THAT SELLS! 


IN THE DEALERS SHOWROOM . . . THE EXHIBIT BOOTH . . . THE SALES MEETING 
The TEL-A-STORY Automatic Ad Projector will give any product 
the “Stop ’em, Show ’em, Sell ’em” impact needed— in color, in action, 
inexpensively. Full information about the 
TEL-A-STORY “King-Size” (156 square 
inches of screen) or the “Big Show- 
off” (600 square inches of screen) 
will be yours within hours. 
Write Dept. AR 15 or ‘phone 3-5012 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 
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Display Merchandisers 
Shown in Sample Photos 


Four display merchandisers pro- 
duced by Harve Ferrill & Co. (Chi- 
cago) are described and illustrated 
in a handy kit of photographs issued 
by the company. The merchandiser 
examples represent a variety of 
types, including both counter and 
floor display pieces. 

The four examples are: a coat rack, 
a permanent type display for Alli- 
gator coats; a counter display for 
Elgin watches in the form of a 
“wicker basket,” a counter merchan- 
diser with divided compartments for 
showing different colors for Coopers 
Unisize socks, and a comb dispenser 
type display for Pro combs. 

The photographs and descriptions 
of each display are enclosed in a 
standard size envelope folder. 


For your copy circle No. 145 on the 
Reader’s Service Card inside back cover 


Gale Dorothea Catalog 


Describes Turntables 


A listing of stock display turn- 
tables and other animator devices 
is contained in a catalog issued by 
Gale Dorothea Mechanisms (Elm- 
hurst, N. Y.). More than 15 differ- 
ent types of turntables, plus other 
motion devices such as battery oscil- 
lators, are described and illustrated 
in the catalog. 

Among the turntables shown are 
the “Turna,”’ a low-cost turntable 
that operates on two ordinary flash- 
light batteries; the “Turn-Mite,” a 
small (24%x4”) compact unit, and a 
heavy-duty turntable that will turn 
a display weighing up to 250 pounds. 

Other items that are described in- 
clude the Flash-O-Graph message 
sign, an automatic page turner unit 
and a timer unit that can control up 
to 17 different flasher lights. 


For your copy circle No. 146 on the 
Reader’s Service Card inside back cover 


MODERN 


DISPLAY Company 
S——S} 


“Sorry, boss, I thought it was a new 
fangled coat hanger.” 















Business motion pictures 
play an important role in the 
promotion program of Shell- 
Vex. 


tells how industrial films are 


{R°s European editor 


produced and used by this 


leading British oil company. 





By Milton Moskowitz 


AR European Correspondent 


Properly produced and used, films 
can play an important part in any 
selling program. Shell-Mex & B.P. 
Ltd., distributor in Britain for the 
Shell Oil and Anglo-Iranian Oil com- 
panies, will vouch for that statement 
any time. 

Since 1948, Shell-Mex & B.P. has 
produced about 50 films, making the 
company one of the most extensive 
users of film in British industry. 
These films have proved to be sure- 
fire selling aids—well worth the ex- 
pense involved. 

What goes into the making of a 
dividend-paying film program? The 
main elements—and they are prob- 
ably the same on both sides of the 
Atlantic—seem to be careful plan- 
ning of production combined with 
strategic exploitation. Details of the 
Shell-Mex & B.P. program were 
given to ADVERTISING REQUIREMENTS 
by G. Vernon Nye, the company’s 
publicity manager. 





British Oil Firm Boosts 
Nales with Business Films 


> Most of the Shell-Mex & B.P. films 
contain no direct advertising, but 
Mr. Nye emphasized that “they are 
very definitely sales promotion jobs.” 
They are designed specifically to 
boost sales of the company’s fuel oil, 
gasoline, motor spirit and lubricants 
in these three main markets: 


1. Agricultural . . . Typical exam- 
ples: “Grain Drying,” a 50-minute 
film presenting a comprehensive 
study of one of the most pressing 
problems facing the farmer today- 
the storage and handling of com- 
bined grain. The film shows how the 
farmer can attack this problem. “Red 
Ruin,” a 20-minute color film show- 
ing how the farmer can control his 
rust problem through the correct use 
of preventives derived from oil. 


2. Industrial . . . Typical examples: 
“Grease,” a 27-minute film dealing 
with the manufacture, testing and 
uses of different kinds of grease. 
“The Diesel Generator,” a 35-minute 
film essay on the principles and 
practice of heat recovery, demon- 
strating the advantages of higher 
thermal efficiency. 





3. Auto and motorcycle clubs . 
For this audience of motor enthusi- 
asts, Shell-Mex & B.P. makes excit- 
ing outside films of various races and 
car rallies. Example: “Logbook, 
1953,” a 30-minute film showing 
scenes from the Morecambe Rally, 
the Sunbeam Veteran and Vintage 
Rally and the opening of a new rac- 
ing circuit at Crystal Palace outside 
London. These films are tremendous- 
ly popular—there is always a de- 
mand for them—and they bring 
Shell-Mex & B.P. an incalculable 
amount of good will. 


> Those are the films. Now let’s go 
behind the scenes for a while and see 
how they are made. The following is 
the process of screening and plan- 
ning which every Shell-Mex & B.P. 
film goes through: 

e Statement of requirement 
Publicity department does not ini- 
tiate the demand or state the re- 
quirement. The request for films 
originates with product departments 
or sales divisions, and then goes to 
publicity. 

e Screening Publicity depart- 
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Agricultural . One of the three mar- 
kets that Shell-Mex tries to reach with 
its films is the agricultural group. 


ment studies the incoming requests 
and discusses them with the spon- 
soring departments. The first objec- 
tive is to make certain that the need 
is sufficiently great to justify the cost 
of making and distributing a film. 
The second objective is to determine 
whether the topic is filmable. Where 
there is any doubt, questionnaires 
are sent to “front line” salesmen to 
get their opinions and to find out 
how the film would be used. 


e Preliminary investigation and 
writing ... Publicity department and 
the sponsoring division then examine 
the topic in more detail. Reconnais- 
sance visits may be paid to factories 
and other establishments. Publicity 
department next writes a specifica- 
tion for the film, and a structural 
outline indicating the points to be 
covered and the style of production 
envisaged. Subject to modification 
by the sponsoring department, this 
document becomes the basis of the 
film. 


e Budgeting ... A very broad esti- 
mate of production costs is now 
made. From these advance esti- 
mates, the publicity department can 
tell how much allowance to make in 
the budget for the ensuing year. 
Since 1948, films have accounted for 
3.5% of the total publicity budget of 
Shell-Mex & B.P. Costs vary accord- 
ing to the type of production. A full- 
color cartoon will run to $20-$23 a 
foot or $1,800 per minute. An outside 
b&w film, on the other hand, will 
cost only $5.50 per foot. 


e Management okay . . . The pro- 
posed list of films is then submitted 
to management, and once approved, 
the schedule becomes firm and funds 
are earmarked. The sales organiza- 
tion is kept informed so that it will 
know—at least nine months ahead— 
what films it will be distributing in 
the coming season. 


e Writing and planning . . . Pub- 
licity department begins, in collabo- 
ration with the sponsoring depart- 
ments, to conduct the necessary tech- 
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nical investigations and write com- 
plete treatments of the films. 


e Choice of production units . 
The publicity department considers 
which production units are best 
suited to film the particular subjects 
on the schedule. Shell-Mex & B.P. 
does not have its own units. Instead, 
it uses eight different film producers 
to avoid a “sameness” in presenta- 
tion. 


e Vetting ... Treatments and scripts 
are technically checked by the spon- 
soring departments. 


e Production ...A production unit 
is engaged to make the film accord- 
ing to the specification, structural 
outline and treatment laid down. 
Publicity department supervises the 


Industrial . . . Another market is the in- 
dustrial one for which Shell-Mex prepared 
“The Story of Grease’ film. 


production throughout and controls 
costs. 


> The final—and very vital—stage is, 
of course, distribution. This is car- 
ried out entirely by the sales staff, 
including preparation of catalogs 
and program notes, premieres, press 
shows, issue of copies and keeping of 
all appropriate records. 

Exploitation is not a “hit-or-miss” 
affair. These films are made for a 
particular audience and must there- 
fore reach this audience to be effec- 
tive sales-producers. The agricultural 
films, for example, are shown at vil- 
lage halls and other rural meeting 
places for farmers. Industrial films 
are presented before appropriate or- 
ganizations. And industrial engineers 
are also invited to attend special 
showings at the Shell-Mex House 
theater in London. The motor racing 
films have an obvious destination: 
automobile and motorcycle clubs, of 
which Britain has more than its 
share. 

Shell-Mex & B.P. films are pre- 
sented free of charge. They are al- 
ways shown to their intended audi- 
ence under the company’s name and 
auspices. And there are _ usually 
Shell-Mex & B.P. men present to 
“show the flag,’ answer questions 
and generally to carry out the aim of 
exploiting the favorable selling con- 
ditions created by the film show. 


> How extensive is the distribution? 
Mr. Nye told AR that in the first 11 
months of 1953, Shell-Mex & B.P. 
films were shown on no fewer than 
5,750 occasions, to audiences totaling 
314,000. You might say that 314,000 
is not a big return, considering the 
high costs of film production. How- 
ever, it is important to remember 
that these were not merely any au- 
diences. They were, quite literally, 
selective audiences, composed en- 
tirely of people who are large-scale 
users of oil products; in other words: 
potential buyers. 

In addition to the three types de- 
scribed above, Shell-Mex & B.P. has 
been making films aimed at educat- 
ing gas station operators on the way 
to increase turnover. These films 
were requested by the company’s 
retail marketing department. They 
have humorous motifs and have been 
shown recently at 125 regional dealer 
meetings in Britain. Shell-Mex & 
B.P. considers this program phase 
very important because service at 
British gas stations is far below the 
standards in America. 


> Asked by AR to indicate some of 
the results of the film program, Mr. 
Nye said: 

“It is seldom—if ever—possible to 
express the results of sales promo- 
tion films in terms of pounds, shill- 
ings and pence. But there is plenty 
of evidence that Shell-Mex & BP. 


Auto Clubs . . . Exciting films of famous 
races are prepared for auto clubs, another 
important Shell-Mex market. 


films are achieving their sales pro- 
motion objects. Reports from divi- 
sions, letters from firms and individ- 
uals who have attended our shows, 
write-ups in trade and technical pa- 
pers have all been received in 
abundance — and indicate that our 
films have made and are making a 
good impression. 

“But perhaps the clearest indica- 
tion is that although money spent on 
film production is chargeable against 
the advertising budget for the prod- 
uct concerned, and although the ex- 
ploitation of the films imposes con- 
siderable extra work on sales and 





Private Cinema Shell-Mex recently 
built this ultra-modern private cinema in 


its London headquarters. 


divisional personnel, the demand for 
films has steadily grown and shows 
no sign, so far, of diminishing.” 


>One last point to keep in mind 
about film production is the impor- 
tance of insuring faithful interpre- 
tation of your company’s story. If, 
like Shell-Mex & B.P., you farm out 
production to independent compan- 
ies, then you gain certain advan- 
tages: 

1. Freshness and variety of style 
difficult to obtain with only one unit. 
2. Possibility of making a number 
of films at one time. 

3. Selection of film units especially 
suited for a particular production. 
4. Maintenance of a healthy element 
of competition among the film pro- 
ducers. 

However, the main difficulty in 
contracting out is that the commer- 
cial film producers cannot be ex- 
pected to have an intimate knowl- 
edge of your company’s policies and 
problems. In making a Shell-Mex & 
B.P. film, for example, it is necessary 
to have a keen understanding of 
petroleum technology and market- 
ing. Shell-Mex & B.P. has found that 
the best way of meeting this prob- 
lem is to establish a permanent post 
for a professional film man. Filling 
that post now is Geoffrey de Gruchy 
Barkas, who has been in films since 
1920 as a writer, director and pro- 


Dealer Film . A humorous film that 
suggests ways for station to build busi- 
ness is offered to Shell-Mex dealers. 











Add SOUND to your 
SLIDE PRESENTATIONS 
the LOW-COST way 


RECORDE 


WITH 3 
WEBSTER ELECTRIC 
—— = 


Here is the greatest idea ever created for making your 
own sales-building sight-and-sound presentations that are fully automatic, 
100% flexible, amazingly effective—and at a far lower cost than you ever 
thought possible. 

You can do all this easily, even with no previous experience, with the 
sensational new EKOTAPE CINAUDIO—the tape recorder that “runs the 
whole show”—plus any automatic slide or slide film projector! Simply 
project your slides in the desired order, record your vocal continuity and 
add a Silent Signal when slide change is indicated. On the playback, the 
signals change the slides at proper points without attention from the operator. 

Even after your presentation is prepared, you can change it at 
will—cut it, expand it, edit it to suit local or special situations, 
or erase unwanted parts! No other method can match 
EKOTAPE CINAUDIO’S flawless results in making a 
truly flexible, economical, fully automatic 
audio-visual presentation. 


Write for details today 


EKOTAPE CINAUDIO FEATURES 


1. No audible signal when 
slides are changed 


5. Can be used as standard 
two-speed twin track tape 
2. Ekotape “runs the show,” recorder (without slide pro- 
leaving operator free dur- _iector) 

ing presentation 6. Fully self-contained and 
3. Simplest recording and ¢osily portable 
playback 7. Nothing to break, wear 
4. Works with any auto- vf or get out of order 


matic slide or filmstrip pro- 8. Permits changing presen- 
jector tation 


WEBSTER ELECTRIC 


RACINE WISCONSIN 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 


WEBSTER ELECTRIC COMPANY, RACINE, WISCONSIN © EST. 1909 


. for more details circle 282, page 111 


November 1954 ¢ ar « 


51 





Converts Into Actual 
Sales The Desire 
Previously Generated 
By Your Advertising — 


Universal “300” 


_ AUDIO VENDOR 
| FOR USE WITH ANY TAPE RECORDER 


This accessory will instantly convert any standard 
: tape recorder into a continuous message repeater 
> for point-of-purchase displays and trade shows. 
= An always-on-the-job salesman. 
= Holds tape lengths of 15 seconds to 15 minutes. 
= The tape comes from the center of the magazine 
= and after playing or recording is automatically 

rewound on the outside at the proper tension and 

speed to prevent binding or excess loop. 

New sales messages, as recorded, automatically 

wipe off old messages. The friction- and static- 

free magnetic tape has one-third the tensile 

strength of steel, cannot break or tear in ordinary 
= use. Lasts a lifetime. 

If your dealer can’t supply you, order today, 
= only $18.50 prepaid, or write for free brochure 

and give your dealer's name. 


_COUSINO, INC. 


3 an Eatieen Avenue . wane 2, Ohio 
Tl QUHITIULULLALANLLULUALNUCWEELLILAEH HOLLUAULLUUEAEUIL LH UNHUUTOIN 


Wt 
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Promotions, 
Premiums, 
Prizes, Sales, 


Education 
and many other uses 


Stereo-Mailer Vue offers ad- 
justable focusing and inter-ocular 
control — features usually found 
only in high-priced viewers! 


(in quantity) 


| COMPLETE 
including 
viewer and 


Write today for quantity discounts on Stereo 
Mailer-Vue and Stereo Duplicating Service 


NESTOR PRODUCTIONS, INC. 


7904 Santa Monica Bivd Hollywood 46, Calif 
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ducer. His job is that of a film con- 
sultant or executive producer. He 
studies the requirements stated by 
product departments, investigates the 
film possibilities and supervises ac- 
tual production in all stages. He thus 
provides an essential link between 
the company and the film unit, inter- 
preting the needs and difficulties of 
both sides, each to the other. Shell- 
Mex & B.P. says this system has 
proved to be “thoroughly satisfac- 
tory.” 44 


Two New Magnetic Tape 
Developments Announced 


Two new developments in mag- 
netic recording tapes have been an- 
nounced by Minnesota Mining & 
Mfg. Co. (St. Paul): 

e “Extra-Play” a new tape 
with a high-potency oxide coating 
only half as thick as standard coat- 
ings and a new, thinner backing of 
tough cellulose acetate, permitting a 
50% increase in playing time for any 
size reel of tape. 

e “PE” backing a new tape 
with high-strength polyester back- 
ing for applications where extreme 
toughness and resistance to effects of 
temperature and humidity change 
are required. 

Both of the new tapes will be mar- 
keted under the “Scotch” brand 
trademark. The “Extra-Play” tape 
will be designated No. 190; the “PE” 
tapes, No. 111 (standard) and No. 
120 (“High Output”). 


>The “Extra-Play” tape is designed 
especially for applications wherever 
an uninterrupted recording of longer 
than usual duration is required. It is 
especially suitable for recording 
symphonies and long classical works, 
background music, conferences and 
conventions, panel discussions, 
speeches, radio monitoring, etc. 

It will also be useful where higher 
tape speeds are desired to obtain im- 
proved frequency response without 
undue sacrifice in recording time. Al- 
though magnetic properties of the 
new tape are virtually identical to 
those of standard magnetic tapes, the 
new “Extra-Play” tape is reported to 
boost response at high frequencies. 


>The “PE” backing will be useful 
for such applications as dictation re- 
corders, endless loop-tape machines, 
high-speed industrial and scientific 
recorders and other uses where ex- 
ceptional durability is needed and 
rough handling may be a problem. 
Physical properties of the new “PE” 
backing include a tensile strength 
enabling the 44” tape to withstand a 
9 lb. pull as compared to a 5% lb. 


pull in the case of acetate; a tear- 
resistance many times as great as 
that of acetate tape, and less than 
1/10 the elongation or shrinkage of 
acetate tape under extreme changes 
in temperature and humidity. 

The new “Extra-Play” tape comes 
in standard %” widths on 5”, 7”, 
10%” and 14” reels. Tape lengths are 
900, 1,800, 3,600 and 7,200’ respective- 
ly. Retail prices range from $4.50 for 
the 900’ length to $28.80 for the 7,200’ 
length on an NARTB hub. 

The “PE” tapes, which are sili- 
cone “dry-lubricated,” are available 
in 4%” width in 600, 1,200, 2,400 and 
4,800’ lengths. No. 111 retails for 
$9.75 for a 1,200’ reel compared with 
$5.50 for acetate base. No. 120 lists 
at $10.75 compared with $6.50 for 
acetate base. 

Additional details are available 
from the manufacturer. 


For your copy circle No. 134 on the 
Reader’s Service Card inside back cover. 


New Visual Cast Projector 
Has Handy Fold-Down Staff 


The Fold-Down model, an adapta- 
tion of its well-known VisualCast 
TraveleR Model, is described in a 
folder offered by Victorlite Indus- 
tries Inc. (Los Angeles). 

In the Fold-Down Model, a hinge 
in the rigid staff of the TraveleR 
Model serves two purposes—it forms 
a convenient handle and eliminates 
the need for time-consuming set-up. 
All you have to do is swing the head 
up and focus the projector. The 
Fold-Down model is supplied with a 
carrying case which can also be used 
as a stand, according to the folder. 


For your copy circle No. 135 on the 
Reader’s Service Card inside back cover 


“Jensen, on this account you don’t use 
live models!” 





Shall we send Christmas cards to 
all our business friends—or just to a 
select few? Will our cards be re- 
ligious, “Christmasy,’ humorous? 
What can we do to insure that our 
card will stand out among the many 
that people receive? Or shall we 
merely comply with the tradition and 
let it go at that? What’s the best 
way to get the “personal touch” into 
our Christmas cards? How about ad- 
vertising on our cards? 

Obviously, ADVERTISING REQUIRE- 
MENTS does not know the answers to 
these questions. Nor, do we suspect, 
does anyone else, including the 
Christmas card manufacturers. But 
because we are interested in our 
Christmas card problem, we did ex- 
amine with considerable care the 309 
cards received in our shop last 
Christmas. 


Bauer Alphabets 


PRINTING & BINDING 


Time to Produce 


That Business 
Christmas Card 


The same problem pops up every year—usually at the last minute 


> On the basis of our experience, you 
may be interested in knowing that 
your chances of sending the same 
card that someone else sent are pret- 
ty slim. Outside of three or four 
duplicates because different men in 
the same organization sent the same 
company Christmas card, we found 
no duplications among our cards at 
all. 

We noted, too, that there appears 
to be a growing tendency to use 
cards that are personalized or highly 
individualized, although a respect- 
able number of senders still stick to 
the more or less conventional type of 
card. When we divided all our cards 
into two general groups, we found 
185 cards that might be called some- 
what “different” and 124 that were 
more or less conventional. 

In general, senders of Christmas 


Dallas Jones Productions 


producing an unusual and effective Christmas card. AR takes a look at the 
cards it received last year and presents an analysis which may help 
in planning the greeting your firm will use this year. 


cards achieved the “personal touch” 
in one of three ways. 


1. Most of the cards we received 
were imprinted either with the send- 
er’s name or his company’s name. 
There were 154 of these. 


2. On 88 of the cards we received 
the sender had written his name and, 
in some cases, had added a short 
Christmas message. It should be 
noted, too, that among the 154 cards 
that were imprinted there were many 
—especially where the imprint was 
of a company name—where the send- 
er had added his own name in his 
own handwriting. 


3. On 27 of the cards we received 
there were photographs of the sender 
or senders, some of them humorous, 
some straight. On several of these 


Lindberg Engineering Co. 
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for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 
finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 
to the nearest Crocker office. 


Dept. A-11-A. 


H.S.CROCKER CO., INC. 
& 


Fi SAN FRANCISCO, 720 Mission 
| LOS ANGELES, 2030 E. 7th 
F CHICAGO, 350 N. Clark 
NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 
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ty 
PLUS COLORS mean 


aU ULB 
for YOU! 





@ DAY-GLO Daylight 
Fluorescent Colors give 

all your promotion the 
plus color values that 


mean plus profits for you. 


Aaa MaDe 


First Name in Fluorescent Colors 
4732 St. Clair Avenue 
Cleveland 3, Ohio 






in Canada: - 

STANDARD SALES COMPANY 

4097 Madison Avenue 
Montreal 28, Quebec 
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cards, too, the sender had written his 
own name or had added a short 
Christmas message or had done both. 


>Six of the cards we received got 
attention because they employed un- 
usual gimmicks. 


e Among these our favorite was an 
airy, green and gold, plastic mobile. 
A die-cut job, the mobile included a 
paper-thin 4%” green band 6” in di- 
ameter encircling a gold band of the 
same width but only 5” in diameter. 





Hanging inside the two rings was a 
four pointed star—actually two stars 
joined at right angles—bearing the 


words, “A Merry Christmas and 
Happy New Year from The Ameri- 
can Weekly ... and especially Edwin 
C. Kennedy.” 


e Two other gimmicks were of card- 
board. One, from Addressograph- 
Multigraph Corp., was a 734” high 
Christmas tree that was mailed flat 
but was made to stand up by a sim- 
ple folding operation. The other — 
“another box for your Christmas tree 
from Egmont Arens, Associates & 
Staff’— also was mailed flat but 
opened into a 6” decorated cube with 
string attached so that it could be 
hung on the Christmas tree. 


e Jack Wittstein, fibreboard contain- 
ers and merchandising displays (New 
Haven, Conn.), used an 8” tubular 
container 214” in diameter to send a 
5’ long Christmas card. The long 
card, rolled compactly in the carton, 
showed cartoon pictures of members 
of the Wittstein firm in characteristic 
poses. Huge letters wished a Merry 
Christmas and a Happy New Year. 


e Another attention - getting gim- 
mick was a “Pack of Good Wishes 
for the Holiday Season” from Harold 
J. Siesel Co. The 3x41” “pack” was 
an accordion fold with 17 panels, 
each panel designed like a face card 
in the deck with actual photos of 
company personnel used for the 
“face” on each card. 


e Motorola combined a Christmas 
card with a gift. The card was in the 
form of a newspaper release with re- 





lease date, headline, and a memo 
marked “approved for release by” 
with initials of the sender scratched 
in. Red and green ink was used 
throughout. The gift was an Ever- 
sharp ballpoint pen in an appropriate 
Christmas carton, attached to the 
bottom of the “release.” 


> By far the great number of cards 
we received were “just cards” —typi- 
cal, warm, pleasant, friendly, season- 
al, the kind of cards that make up 
the bulk of anybody’s list. 

About a sixth of them were highly 
individualistic. Many were down- 
right clever, and interestingly enough 
most of the “clever” ones used a dis- 
tinctively personalized motif. 


e There was, for example, the card 
from the Goesslings—proud parents 
of two bright youngsters, Jeanne and 
Mick. You got a clue from the outside 
fold—plain white background with 
head and wings of two pale yellow 
and gray angels. In large type was 
printed the single word, Hark! In- 
side were pictures of the two young- 
sters, cropped so that the upper chest 
and shoulders gave the idea of wings. 
The wording carried on from the 
“Hark!” on the outside with “The 
Goessling Angels Sing.” This card, by 




































Christmas Card Art 


What kind of art can you get on a 
Christmas card? Almost any kind, judg- 
ing from the cards AR received last 
year. We found pine cones, ships, can- 
dles, hamburgers, an electric light bulb, 
telephones, a dead duck, reindeer, and 
Santa Clauses, to mention only a few. 





Most of the cards had no art at all— 
just the bare words ‘Merry Christmas” 
or ‘Season's Greetings,” although some 
fancied up the sentiment with a sprig 
of holly or a weakly spluttering candle. 

Next on our list were the cards with 
abstract art—lines and blobs of color 
and design, highly stylized Christmas 
trees, mangers in the modern manner- 
and these were followed by scenery, 
everything from desert scenes to frozen 
landscapes. 

Santa Claus ran fourth, followed in 
diminishing order by old-fashioned 
Christmases, tree ornaments, funny 
cards, and a miscellany that included 
calves, holly, dogs, men (wise, mail 
and snow ), orchids, deer, playing cards, 
bells, maps, stars, Yule logs, railroads 
and the already mentioned dead duck. 


There were just five cards of a truly 
religious character, and on two of these 
He whose birthday was being observed 
played a prominent part. Yes, you can 
get almost any kind of art on Christmas 
cards—almost any kind, that is, except 
the Christ child. 


Christmas Card Summary 


Total Christmas cards received at 
Advertising Requirements ..............309 


General types: 


Conventional cards .............. 124 
“Different,” individualized, person- 
qaiised cards ................ voeel OO 
Specific types: (The total here is more 
than 309 because of considerable over- 
lapping—for example, where the same 
card combines two or more of the spe- 
cific features considered. ) 
Personalized cards . 46 
Very elaborate cards 15 
Humorous cards 17 
Personal letters or notes instead of 
cards . 
Cards which were “heavy” on ad- 
vertising ...... 26 
Cards signed with the individual's 
name 88 
Cards imprinted with individual or 
company name 154 
Cards with photos of sender or 
senders . 27 
Personal or friendly cards sent to 
a business address 30 
Cards entirely religious in char- 
acter 
Cards with gimmicks 


the way, was one of several personal 
cards sent to a business address. 


e Another, from Jobs Unlimited, 
simulated an old-fashioned family 
portrait, heavy gilt frame and all. 


e One card included a crossword 
puzzle built around the Christmas 
theme. 


e Many had photographs of the 
sender or senders affixed to figure 
drawings. Higham House, London, 
had a picture of Hugh Thornborough 
on the center fold. Looking at the 
card from the outside, you saw a 
Santa Claus cap and beard with the 
eyes and upper nose of the photo- 
graph showing through. “There’s no 
disguising .. .” was the caption. The 
cap was gone from the second fold, 
which showed only Santa’s beard 
and the eyes and upper nose as well 
as the forehead and hairline of the 
photograph. The caption continued 
with “the fact that .. .” When this 
fold was opened, there of course was 
the complete photo with the rest of 
the caption “this is Hugh Thornbor- 
ough,” who wished you a Merry 
Christmas. 


> The two handsomest and undoubt- 
edly most expensive cards we re- 
ceived were strictly religious in 
character. They were from Davis- 
Delaney and Von Hoffmann Press. 


e The Davis-Delaney card was a 





MAY WE SUGGEST DRI-TONE?* 


Dri-Tone combines the best features 


of letterpress and offset 


The Comet Press, Inc. 
200 Varick Street 
New York 14, N. Y. 


A written request will bring you a free signature of “Let Free- 


dom Ring”, the first book completely produced by dry offset. 


® Dry Offset printing produced by 
The Comet Press, Inc. 
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Reluctant 
Response? 


If your ad schedule seems 
to be sitting down on the job 
without showing signs of 


response, it’s time you found out about Advertising Require- 
ments! 


In one year AR has broken all records in business paper 
history with over 151,000 requests for information offered by 
suppliers of advertising services and materials. 


That means an average of 13,148 requests each issue, from 
picked-for-buying-power readers with money to spend for your 
kind of advertising products or services. 


For response that pays off with increased business volume, 
put your sales message before AR’s 21,000 actual buyers of 


advertising services, materials and equipment. Write today 
for details. 


ADVERTISING See y eee ees 


200 E. Illinois St. Chicago II, Ill. 
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DOUBLE TALK COSTS DOUBLE 


Don’t let long-winded presentations leave 
your client up in the air, muttering the well- 
known brush-off: ‘I'll letcha know.” 


Keep it clean, straightforward, to-the-point. 
Your message in a Belford CLAREPORT* gets a 
favorable decision FAST! 


Clareport*— ideal for sales manuals, esti- 
mates, price lists, etc., is a transparent front 
cover with Strathmore Beau Brilliant back cover- 
stock in 8 colors. 

Clareports* are made to hold standard 11” 
x 842" sheets. (Special sizes to order.) 25¢ each 
for 1000, 30c each for 100. 


Send for your FREE Sample today. 


Be lford fr 
Company, Inc. “ 
317 W. 47 St., Dept. P | 


i 


New York 36, N. Y. i 
Plaza 7-5950 : 

We make easel bind- 

ers and presentation 

binders for particu- 

lar sales problems. 

Write or phone. 


*U.S. Pat. 2480917 
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Give that 
old pitch 

a new 1955 
sales twist 


SLOVES 


portfolios 
sales kits 
easel binders 
merchandise- 
presentations 


Algonquin 5-2552 


Fastest Service 
in Town 
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A New Gimmick Every Year 


Dreaming up a new Christmas card 
theme every year has been a pet hobby 
for an Omaha couple—and they've come 
up with some economical, yet unique 
ideas which may provide some ideas 
for personal cards for AR readers. 

The couple is Cholm and Lois Hough- 
ton. Both have come out of the ranks of 
advertising and draw upon their promo- 
tion experience to provide ideas for their 
annual cards. Mr. Houghton is current- 
ly public relations director for Hinky- 
Dinky Stores Co., a regional food chain 
with headquarters in Omaha. 

Each year, the Houghtons begin scout- 
ing for ideas soon after July 4. The idea 
is the main thing . and it usually 
jells about the end of October, when 
Mrs. Houghton goes to work on a lay- 
out. Then comes production, assembly 
and personal notes for every card. 

About the middle of December, the 
Houghtons start licking the stamps 
always a red 2¢ and a green 1¢ stamp 
to carry out Christmas colors on the 
envelope. 


Typical Houghton cards include: 
e An offset-printed card in black and 


634x1234” single fold, with one entire 
page of the inside fold taken up with 
a bleed reproduction in full color of 
the El Greco “The Virgin with Saint 
Ines and Saint Tecla,”’ which hangs 
in the National Gallery of Art. 

e The Von Hoffmann Press issued a 
12-page brochure, 111x144”, with 
colored reproductions and accom- 
panying text of four great religious 
paintings by Cosimo, Giorgione, 
David and Velasquez. 


demu 


from Joe 


Frederick E. Gymer 


red, with a simple line drawing which 
was made more colorful by simple 
touch-up in a variety of showcard colors. 


e A picture of a Christmas tree, printed 
in green with red lettering, adorned 
with hanging ball decorations on which 
were pasted two shiny pennies, tying 
in with the theme: "We would feel just 
like two cents if we failed to 
wish the season's choicest blessings...” 


e@ A card with a photo of son, Greg, 
pasted in, using Christmas wrapping 
paper for the covers and tied with gilt 
gift thread—simulating a Christmas gift. 


@ A small red candle attached to a 
card with a Christmas sticker—‘"May the 
cheery warmth of Christmas candles 
remain in your heart...” 


e@ Even a stock Christmas card became 
a very personal one by the simple ex- 
pedient of imprinting the envelope with 
a special Christmas message printed in 
red and touched up with a few strokes 
of green water color. 


e A special touch was added to an- 
other card by the use of colored glitter 
on a card offset-printed in two colors. 


>A sprinkling of the cards we re- 
ceived actually weren't cards at all. 
In these cases the senders achieved 
the individualistic touch by taking 
time to pen a short note or letter and 
ent it in lieu of the more formal 
greeting card. 

Most of the cards were, of course, 
from business houses and very prop- 
erly the firm name appeared in one 
form or another on the card. There 
were a few companies which couldn't 
resist the temptation to get in an 
extra advertising plug, although most 
kept their firm names in no more 
prominent a position than would be 
taken by the family name on the 
more personal type of card. 44 


Need Something Special for 
That Christmas Greeting? 


Looking for something extra spe- 
cial to serve as your 1954 Christmas 
greeting? Here are some possibilities. 
If you want more details, just circle 
the number preceeding the item in 
which you are interested on the 
Readers’ Service card inside the back 
cover of this issue. 


124. Christmas Carol Booklet... 
The Minute Man Line (Boston) has 
an attractive 20-page booklet of pop- 
ular Christmas carols, which is of- 
fered imprinted in quantities for as 
low as 10¢ each. The booklet has a 
full-color cover, while pages con- 





Day-Glo Colors... Switzer Bros. used its 
fluorescent colors on this attractive card. 
Trees were in Day-Glo yellow, red and 
green against dark blue. 


taining the words and music for such 
old favorites as “Jingle Bells,” “It 
Came Upon The Midnight Clear,” 
“Silent Night,” etc. are printed in 
green. 


125. Christmas Tidings... This is a 
16-page booklet featuring a collec- 
tion of songs, stories, pictures and 
“things Christmas” published by The 
National Research Bureau Inc. (Chi- 
cago). Among the contents are “The 
Christmas Story” from St. Luke, “A 
Visit from St. Nicholas” by Clement 
C. Moore, four Christmas carols, the 
famous “Is There A Santa Claus?” 
editorial and a full-color reproduc- 
tion of Garofalo’s painting, “The 
Manger.” The booklet ranges in 
price from $7.95 for 50 copies to 
$678.20 for 10,000. Imprinting is 
available at a minimum cost. 


126. Santa Pencil Holder... Here is 
a low-cost item with special appeal 
for children. It consists of a colorful 
flocked die-cut Santa with an im- 
printed wooden pencil slipped 
through his arm. The Santa, itself, 
sells at 2¢ each and can be used with 
a variety of different pencils avail- 
able from Souvenir Lead Pencil Co. 


(Cedar Rapids, Ia.). 


127. Imprinted Ballpoint Pens... 
Imprinted ballpoint pens and an 
extra refill cartridge are packaged in 
a plastic tube with a holiday imprint 
by Joseph Lipic Pencil Co. (St. 
Louis). Quantity prices range from 
$1.14 each to 62¢. Three different 
styles of pens are offered, with a 
choice of six barrel colors. 





1501 WEST CONGRESS STREET 
CHICAGO 7, ILLINOIS CHESAPEAKE 3-1377 


. for more details circle 161, page 111 


Pick a Bonus Combination... 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three—of these publications. 
e@ Advertising Requirements 
@ Industrial Marketing 

e Advertising Age 
issued by Advertising Publications, Inc. 
By combining your total number of insertions 
you earn the best frequency discount for each, 


and the minimum rate-holder regulations apply 
for maximum economy. 


Advertising Requirements 200 £. Illinois St. Chicago 11 
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Project sharp, bright images 





directly on your 


with the NEW ArtO-Grap hi 


Project photos, objects, artwork to exactly the size you want. 
Cut costs, assure accuracy, save time, turn out quality work. 
Visualize layouts faster by experimenting with different size 
illustrations. Render illustrations directly from the image in any 
medium. "Drop in” keyline elements to match layout accurate- 
ly. Capture difficult perspectives of boxes, bottles, machine 
parts, hands etc. The Art-O-Graph saves you costly errors in 
artwork and plates, saves you money by eliminating photo- 
stats used for positioning. Projects images up to 44x44” 
directly on your drawing board; reduces to one-fourth 
original size. No tracings or intermediate steps. 


Convenient fingertip controls. All-steel “lifetime’’ 
construction. Handsome metallic, gray-tone 
crackle finish. Takes no floor space. Fits 

all drawing tables. 


Shipped completely assembled 


Write today for FREE 
illustrated folder! 


ArtO-Graph 


J. A. ENGEL, INC. 


624 Syndicate Bldg. ¢ Minneapolis 2, Minn. 






4.cOLOR 
ADVERTISING 
LITERATURE 


for the price of 2 





This free booklet explains how 
your advertising and sales 
literature can be produced in 
full color lithography at 

prices never before possible. 

H. S. Crocker’s exclusive 
Colorform method is even for 

a limited budget. 


Write today 
for your 
free copy 
to the nearest 
H. S. Crocker 
office 


Dept. A-11 





H. S$. CROCKER CO., INC. 


San Francisco Los Angeles 





720 Mission 2030 E. 7th 
Chicago New York Baltimore 
350 N. Clark 100 Hudson 1600 S. Clinton 
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drawing board! 











































NO FLOOR SPACE NEEDED! 


. for more details circle 182, page 111 


PL RUSE Cm Cm ALLEL 


when silk screened 





Many art directors specify screen 
process printing on jobs that ordin- 
arily might be produced by letterpress 
or offset. Why—simply because silk 
screen inks offer the purest, most bril- 
liant colors available by any reproduc- 


tion process! 


If you aren’t using silk screen process 
printing, you should get acquainted 
with it. See the classified telephone 
directory for the screen process printer 
nearest you. Published in the interests 


of screen printing by a group of SPPA 
members. 
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128. Christmas Records... Arturo 
Productions Inc. (Neptune, N. J.) 
offers three different styles of Christ- 
mas records available in 78 or 45 
rpm. The first features three Christ- 
mas carols played by Bob Britting- 
ham at the organ on one side and a 
personal recorded message from the 
sender on the reverse side. The sec- 
ond style has three carols on each 
side. It is imprinted with the name 
of the sender. The third style has 
carols on both sides and a place 
where the sender can sign his name 
in 23 karat gold. All of the records 
come with an attractive “Season’s 
Greetings” folder. Prices range from 
75¢ to 27¢ each depending upon style 
and quantity. 


129. Christmas Displays... Want to 
express your Christmas greetings 
with a colorful indoor or outdoor 
display? Then you'll be interested in 
the Christmas Displays catalog of 
Mold-Craft Inc. (Port Washington, 
Wis.). It contains information about 
32 new weatherproof, chip-proof, 
full-round 3-dimensional figures 
such as a life-size nativity scene, 
Rudolph the red-nosed reindeer, a 
complete Christmas choir, etc. 


130. King - Size Matches...The 
Lippette Co. (Boston) is offering a 
giant 344x4'e” pack of bookmatches 
with special Christmas imprinting. 
The cover contains a “Merry Christ- 
mas” greeting and carries the im- 
print. The back has a full-color scene 
showing carolers. The inside cover 
is also printed in color with a Christ- 
mas scene, which blends with a color 
picture imprinted on the 11 giant 
matches. Prices range from $16 for 
100 to $50 per M in quantities of 
2,500 or more. Post office-approved 
foil-lined mailing envelopes are 
available at 214¢ each. 


131. Stock Christmas Art... Need 
some special artwork for your 
Christmas card or other holiday pro- 
motional material? Harry Volk Jr. 
Art Studio (Pleasantville, N. J.) has 
just the ticket—an 84x11” book con- 
taining 40 one-side pages with 575 
line drawings on various Christmas 
subjects. Included are borders, can- 
dles, cartouches, cherubs, decora- 
tions, headings, holly, packages, 
poinsettias, Santas, shoppers, snow- 
flakes, wreaths, etc. Purchase of the 
book, which sells for $5, includes 
complete reproduction rights to all 
of the material. 44 





PREMIUMS, PRIZES & SPECIALTIES 


Premiums can play a vital role in self-service 


merchandising. A former supermarket operator tells the 


kind of premiums required by today’s progressive retailers. 


Give the Dealer 
What He Wants 


By LeRoy King 


Merchandising Consultant 


Premiums have been developed to 
a fine science by manufacturers of 
food and grocery products. Very lit- 
tle, however, has been accomplished 
or published regarding premiums at 
the dealer level. 

How can the dealer best use pre- 
miums to increase volume in his 
over-all store operation? What types 


of premiums are most suitable? What 
are the basic considerations that 
every premium manufacturer or dis- 
tributor should keep in mind when 
dealing with the retail grocer? 


> First of all, the premium manufac- 
turer or distributor should under- 
stand that the retail grocer is pri- 
marily concerned with building the 
over-all volume of his entire store. 
He is not interested in one item or 


any group of items. His purpose is 
primarily dollar volume, regardless 
of which department it may come 
from. 

So far, most efforts on the part of 
premium manufacturers or distribu- 
tors have met with mediocre success 
as far as the retail grocer is con- 
cerned. This is largely because they 
have failed to take into consideration 
certain basic premises of the super- 
market business. The first thing that 
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PIONEER 
BALLOONS 


SELL 
PACKAGED 


Smart Packers 
Use Balloons... 


®@ To spark new product sales! 
@ To “switch” kiddies and 
their buying parents to 
YOUR brand! 
To advertise seasonal 
items . . . “specials”. 


Because 


PIONEER Qualatex Balloons... 


are inexpensive, easy to use 
®@ have real toy value 

as premiums 
® carry your imprinted 

advertising far and wide 

CVU 

Get ideas, samples and 0" we 
‘ . ; . * Guaranteed by 
imprint information from Good Housekeeping 


our Premium Department. \2s sevens 


RUBBER 
COMPANY 
BALLOONS 410 Tittia Read °. Willard, Obie 





INVISIBLE 
INK 


POST CARDS are NEW 
also HORSE RACE Charts. 


Just DIP IN WATER and 
“Presto” your Message and 
Greeting Appears Instantly. 

When Card is Dry—the Mes- 
sage Disappears. When Dipped 
in Water Again the Message 
Re-Appears. 

Same Card can be Used 
Many Times—Passes thru Many 
Hands. 

Also HORSE RACE Charts 
with Invisible Ink Winners. 

Also MAGIC HORSE RACE 
Tissue. Start Race with lighted 
Cigarette for Winners. 


JOBBERS WANTED 


Get Free Samples 
and BIG Catalog 


M. E. MOSS AND CO. 


11 Irving St. 
HARTFORD 8, CONN. 
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should be considered is that premi- 
ums by themselves are not enough 
to put a store “head-and-shoulders” 
ahead of its competition. 

It is important that any retail groc- 
er going in for premium promotions 
first be an accepted competitive re- 
tail outlet in his community or trad- 
ing area. Only then, after his com- 
petitive reputation has been estab- 
lished, can store premiums start to 
really do a job for him. 


> Just to review the situation, there 
are several types of store premiums, 
most of them offshoots of the original 
“stamp plans.” One of the most 
common types of premiums is the 
“cash register tape” premium now 
favored by many leading chain 
stores, in which the customer is en- 
titled to buy a standard-priced, na- 
tionally-advertised item at a reduced 
price when she has accumulated cash 
register tapes totaling a given amount 
of dollar purchases. 

The major drawback with this type 
of premium is that it is, by necessity, 
restricted to the store or groups of 
stores with enough traffic and vol- 
ume to be able to afford the neces- 
sary large capital investment to sup- 
port these programs. Over and above 
the investment factor, it also takes 
up a large amount of storage space 
that could be better used for grocery 
product items. 

What the supermarket operator 
needs—and needs badly—is, first of 
all, a source familiar with the gro- 
cery product business who under- 
stands the kinds of premiums that 
can be successfully used here. We 
need items that have obvious mass 
appeal with a minimum amount of 
sales resistance because their sales 
price falls within the average shop- 
per’s budget when she shops in the 
supermarket. 


> Let’s take a typical example. About 
a year ago, a company came to me 
with a lemonade pitcher—not an or- 
dinary pitcher, but a giant lemonade 
pitcher. This item was described to 
me as a close-out by the company, 
and it was suggested that I could 
have as many as I needed, at the 
fabulous price of 19¢ each, which I 
could use in connection with my 
frozen juice concentrates sales. We 
bought them. The timing was perfect 
for our purposes. It was the middle 
of May and starting to get hot. 

We built a giant mass display from 
floor to ceiling of these beautiful, 
sparkling pitchers, and appropriate 
point of purchase material was put 
on this display indicating that this 
pitcher was available to the customer 
at 19¢ when she purchased six cans 
of any frozen juice concentrate. Sim- 
ply having the premium wasn’t 


enough! We had most of our frozen 
concentrates on special sale price. 
Combined, this is the type of pre- 
mium offer that will increase store 
traffic and store volume. Twelve 
hundred pitchers seemed to go over 
a weekend at this price and in con- 
junction with the concentrate. 

Three weeks after that we had a 
follow-up premium offer on six more 
cans of frozen juice concentrate, this 
time in conjunction with six colorful 
tumblers at 29¢. Once again, 100 
dozen sets of six moved out of the 
store. This is what interested me 
more than anything else. During 
both of these premium offers I no- 
ticed new customers coming into my 
store, and the volume I could really 
move on competitive prices coupled 
with good premiums. 


>These are, at best, isolated in- 
stances and are a far cry from the 
offers being made to supermarket 
retailers. I am frankly not interested 
in dishware. I am frankly not inter- 
ested in gaudy, cheesy lamps at a 
mark-down price. I am not inter- 
ested in toasters that are marked 
down from $15 to $8. I want on-the- 
spot impulse purchases. I want pre- 
miums accepted as regular grocery 
items. I want these premiums to be 
part of the customer’s shopping 
budget, and not something that she 


About The Author 


LeRoy King owned and operated 
Garden City Supermarket at Hew- 
lett, L. I., for nine years until selling 
it recently to join Food Topics as 
merchandising consultant and Stop 
‘n Shop Stores of Huntington, L. I., 
as merchandising counsel and pub- 
lic relations consultant. Stop ‘n Shop 
is an independent chain of super- 
markets operating in five Long Is- 
land communities. 





Not Good Enough .. . Author King sug- 
gests this would be a good premium if the 
sign read, ‘‘Special—set of 6 tumblers 
19¢ with purchase of 6 cans of frozen 
orange juice.”’ 


has to go home to consult her hus- 
band about. I am not interested in 
my consumer saving stamps, register 
tapes or anything else, because she 
may or may not maintain her inter- 
est; she may or may not lose these 
stamps, and if she does, I suffer be- 
cause of a subsequent loss of good- 
will. 

Over and above mass appeal, I am 
also interested in timeliness. The 
above stated instance of the pitcher 
and glassware is only one instance of 
what I mean by timeliness. Consider 
a mass display of colorful beach balls. 
Consider dolls at Christmas time or 
just prior to Christmas. Consider the 
idea of a dozen golf balls for Father’s 
Day as a store promotion and a pre- 
mium item. 

I not only want to maintain my 
competitive superiority, but I am 
interested in giving my customers 
variety that makes mine a “hot store 
to shop in.” I’m on the ball with 
golf balls at Father’s Day. I’m on the 
ball with packaged balls autographed 
by some big league player at the 
start of the baseball season. I’m on 
the ball with toy footballs in Octo- 
ber. I’m on the ball with plants and 
shrubs for Mother’s Day. 

Furthermore, I would be interested 
in giving away Christmas trees at the 
Christmas season (with every $10 or 
$20 purchase) because not only could 
I make a killing on the Christmas 
tree market in my area, but I could 
make a name for myself in my com- 
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munity, and my business is a spec- 
tacular business. 


>Now, for most of these ideas I 
have had to depend on my own ini- 
tiative because few offers made to 
me are suitable for my business. I 
think also that the premium manu- 
facturers’ salesmen fail to under- 
stand the basic essentials of my busi- 
ness. He should be able to talk to 
me about his premiums just as they 
are and as though I were buying 
standard, ordinary grocery products. 
He should be able to show me why 
the packaging used on his premium 
is economical and profitable for me. 
In other words, I want him to ex- 
tract the hidden profits in his item 
I want him to save me a handling 
cost. I want him to show me a better 
method of display in the package that 
will take up less space and consume 
less labor. If you do this, you are 
picking up dollars off the floor and 
putting them into the cash register. 
You are adding gross profits to the 
item that you want me to handle. 
He should be able to talk to me in 
terms of investment. He should be 
able to talk to me in terms of stand- 
ard, normal grocery discounts. He 
should be able to talk to me in terms 
of profitable related item sales. He 
should know in what corner and lo- 
cation of the store this premium 





TODAY 


is listening! 


RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
personal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 


Write, wire Dept. AR-11 or phone today ~ 
for all the facts 


630 Fifth Ave.,New York 20, N. ¥.—JU dson 2-5011 
445 N. Lake Shore Dr., Chicago 11, tl!.— WHitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Cal.— HOlivwood 4-517! 


txs® 
RCA VICTOR DIVISION 


WIS MASTER'S VOICE 


RADIO CORPORATION OF AMERICA 
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SS 
BS SALESMEN 


WHO CAN “MAKE” YOUR °55 


PROMOTION 


Here is a novel, really new idea. . 


. a complete SPOT REMOVER BAR with six 


different formulated chemicals; the BAR is designed to remove the difficult spots 
and stains that the ordinary inexpensive home cleaners will not remove. By following 
the directions, the formulated numbered chemicals are again formulated to the need 
of each particular spot or stain and combined directly on the fabric. 


Everyone will want this new innovation in spot removing . 


set <*  D'LITE PRODUCTS CO., 441 PLYMOUTH COURT, CHICAGO 5, ILL. 


Telephone: HArrison 7-1860 
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FOR INEXPENSIVE, STRIKING, 
ATTENTION-GETTING 


a, 6 


USE CLOTH ADVERTISING 
SPECIALTIES 


COMPLETE CREATIVE PRODUCTION SERVICE 


Custom-made specialty items to your specifications 
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TUN LOL eh) 
ESL aad tS 


YOU SKETCH IT!... 
we'll produce it! 


oy 


910 WEST JACKSON BOULEVARD - CHICAGO 7, ILLINOIS 


20 PAGE 


CATALOG 


of cloth 
advertising 
specialties—ideas— 
uses—price 

and delivery 
information. 
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NU PAL LINT REMOVERS 


~~ > 
> 4 


A fine action gimmick with terrific 
appeal to all women. Nu Pal lint re- 
movers are tremendously handy on all 
clothing and fabrics including delicate 
velvets. 
It’s easy and fun to use 
. and so low in cost. 
Dry Cleaner Endorsed 


Perma Products Co. 


P. O. Box 625 
Detroit 6, Michigan 


An Excellent Gift or Premium Item 


Retails for $1.00 
Quantity Discounts 
60¢ to 39¢ each 


. for more details circle 251, page 111 


62 ¢ ar * November 1954 





should be displayed for maximum 
sales. In other words, he has got to 
know more about the grocery busi- 
ness. 


>The kind of thing I’m looking for 
and have yet to’find would be a 
premium offered in connection with 
a timely topic of conversation. Let’s 
look at the Scrabble Board. I could 
have done a whale of a job with this 
item which normally sells for $2.98 
if I could have had this item as a 
premium in connection with other 
merchandise in my store at a sub- 
stantial discount. I realize that these 
items are not always available, but it 
would be nice if we could have them 
when the impact is coincidental with 
the consumer demand. 

Another item that nobody has tried 
would be a meat thermometer given 
away with so many dollars worth of 
meat purchased or sold at an obvi- 
ously reduced price, with roast beef, 
turkey or something like that. These 
are items which will stimulate vol- 
ume sales of the merchandise I need 
to sell for the real profits in my 
store’s business. They are also items 
that readily fit in the average shop- 
per’s budget. 


>What we really need is a closer 
understanding between premium 
manufacturers or distributers and 
the supermarket operators. The su- 
permarkets have now reached the 
level where most of the large ones 
are all competitive so that there is 
a definite need for the right premium 
to give an added competitive edge. 

For instance, the independent su- 
permarket operator could use a cook 
book series, but he isn’t in a position 
to buy directly from the publisher, 
who would have to print in tremen- 
dous quantities to make it worth his 
while. Give the retailer, say, eight 
soft-cover, plastic-protected books, 
on egg cooking, foreign cooking 
(French or Italian), fish cooking and 
so forth. Each time the housewife 
buys $10 worth of merchandise, I'd 
give her one book for 49¢ until she 
had the whole works, and then I'd 
give her the shelf to keep them on. 
She’s interested in cooking, and the 
ingredients needed as listed in the 
books would bring her back to the 
store to buy them. 


Don’t offer me encyclopedias. This 
is another item, expensive, about 
which the wife has to ask her hus- 
band when she gets home—“Can we 
afford it?” Besides, she may lose in- 
terest before she buys the whole 
series, or she may miss one of the 
editions, or she may stay home and 
read them and forget to shop. This 
is an unrelated item to my basic 
market. 





>One device that was fairly spec- 
tacular was an offer by a retailer to 
sell a housewife a silver dollar for 
79¢ after she bought $10 worth of 
goods. This isn’t what I want in the 
way of premiums, but it points up 
the type of thinking I like in pre- 
miums. Advertise that you'll give 
somebody a silver dollar for 79¢ and 
they'll knock your doors down, but 
in actuality you’re just giving away 
21¢ for each $10 order. Anyway, the 
treasury department took a dim view 
of the whole proceedings. 


Another approach, again not a pre- 
mium from the manufacturer or dis- 
tributor but a way of thinking I like, 
was the idea of an alarm clock set on 
each checkout cash register, with the 
customer who was being checked out 
when the alarm rang being given all 
the merchandise she had bought. Not 
an actual premium, but a traffic 
builder. Nobody knows which clock 
is going to ring, or when. 

These are things any retailer can 
dream up if he has time. What he 
wants is something new and differ- 
ent, something exclusive in his ter- 
ritory, something that will contribute 
to volume traffic and business, not in 
the soap department, nor in the other 
individual sections, but storewide 
premiums if possible. I can sell fire- 
works, but give me sparklers around 
the Fourth of July, which I can give 
to the kids for each $5 worth of goods 
their parents buy, or let me tie them 
in with a certain product if it can be 
done, like coloring sets for Easter 
eggs, in the dairy department, where 
the retailer can use his own products 
and own ingenuity, with an assist 
from the manufacturers or distribu- 
tors. 44 
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Getting Late ... 


AR Presents a List of Suggestions for 


Your 1954 Business Christmas Gifts 


In the August issue, AR reported 
the results of a survey on the prac- 
tice of business Christmas gift giving. 
The survey clearly indicated that the 
majority of admen are “last minute” 
shoppers when it comes to selecting 
the gift they will send to customers, 
prospects and business associates. 

To help those late shoppers, AR 
has prepared a supplemental list of 
business gift possibilities picked from 
a wide assortment for their original- 
ity, usefulness and convenience. Ad- 
ditional details on the gifts listed can 
be obtained through AR’s Readers’ 
Service department by circling the 
number preceeding each item in 
which you are interested on the 
Readers’ Service card inside the 
back cover. 


102. Old Auto Ash Trays . . . Old 
car subjects including the early Ford, 
Cadillac, Oldsmobile and Packard, as 
well as four obsolete models, the 
Winton, Selden, Autocar and Duryea, 
fired in full color into semi-vitreous 
china ash trays and cigaret caddies 
are available from Advertising Spe- 
cialties Co. (Indianapolis). Sets are 
offered in two sizes—one including 
four ash trays and two cigaret cad- 
dies at prices ranging from $7.15 for 


12 sets to $6.50 for 500, and a smaller 
set which includes two ash trays and 
one cigaret caddy at prices from $4.25 
for 12 to $3.65 for 500. Imprinting of 
quantities is available. The sets are 
attractively packed in a gift box and 
mailing carton. 


103. Susan-Table ... This is a 
modern accessory item that functions 
as a table piece or, with the addition 
of three removable legs, as a chair- 
side server or cocktail or coffee table. 
The Susan-Table is made of north- 
ern hard rock maple and is crafted 
in neutral wood tones with a smooth 





“COL-FAST” 
ADVER-TIES, T-SHIRTS, 
CLOTH TABLECLOTHS 
Custom Printed in Colors 


YOUR product, sales message or 
slogan attractively and colorfully 
imprinted in detail. 


Custom de- 
signed cloth 
tablecloths and 
napkins—for gifts, for promoting 
your product in restaurants, tav- 
erns, etc. Wonderful for rathskel- 


ler use and informal luncheons ; 


pews ‘i 
ers Ola P. 
3 
Victoria ex- 


clusive ... 
NEW Kentucky Colo- 
nel Ties, for centen- 
nial celebrations. 


FOR PROMOTIONS . . . 
PREMIUMS . . . SALES- 
MEN ... MEETINGS . . . 
ei nt eiaicaaltiile 
PGT eat Ct 
512 Lucas, St. Louis 1, Mo. 
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Hail your friends with 
GIF-TIES, with a tasteful 
design appropriate to your 
relationship: Supplier to 
buyer! Professional 
Colleagues! Friends! 
Your own business motif 
... subtly abstract 

or boldly patterned 

in full color 

on neckwear of 

superior quality... 

what better way 

to honor associates 

on gift occasions! 


* If the business motif seems 
inappropriate, a finest 
quality haberdashery tie, 
regular or bow, marked 
with your name on the 
label, will be an appre- 
ciated personalized gift. 
Write TODAY for details! Furnish 


ad samples and specify interest 
in GIF-TIES or Haberdashery TIES. 


AMERICAN 


NECKWEAR MFG. CO. 
DEPT. AR 

320 S$. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 
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finish. Hand-painted, colored, highly 
styled patterns in a variety of de- 
signs are used for decoration. The 
Susan-Table is made by Munising 
Wood Products Co. Inc. (Chicago) 
and retail prices are as follows: 16” 
decorated, $12.95; 18” decorated, 
$14.95; 16” natural lacquer, $10.50; 
18” natural lacquer, $11.95. 


104. Case Lot Cheese Plan 
Wisconsin Cheese Box (Sturtevant, 
Wis.) has introduced a case-buyer’s 
plan for holiday gift cheese assort- 
ments at wholesale prices to business 
and industrial firms. Under the plan, 
the quantity buyer chooses his own 
method of wrapping and delivering 
the assortments, thus eliminating the 
supplier’s wrapping, packing, han- 
dling and postal costs for individual- 
ly-purchased assortments. A Christ- 
mas shipping label and gift card are 
included with each shipment. Wis- 
consin Cheese Box offers seven gift 
assortments, ranging in price from 
$3 to $7.20, and packed in case lots. 
Savings of 33% are claimed for the 
plan by the company. 


105. Pocket Printer A handy 
item for insurance agents, collection 
people and others in daily contact 
with the public is the pocket printer 


designed and offered by Wellington 
Organization (Chicago). The printer, 
which can contain the salesman’s 
name, address and phone number 

or other required messages—can be 
conveniently carried in a pocket. It 
comes in a compact case that con- 
tains an ink pad which automatically 


inks the printer when the case is 
closed. Three types of cases—plastic, 
leather or metal—are available and 
the printer and case is priced at $1 
retail, with prices ranging from 60¢ 
to 30¢ in. quantities, including ship- 
ment to address on printer. 


106. Deluxe Wall Barometer 

Of an early authentic American de- 
sign, this medallion barometer has a 
deep gold finish and is designed to 
blend gracefully into any setting. 
The wall barometer forecasts weath- 
er trends 8 to 24 hours in advance. 
It stands 13” high and is offered by 
Du Maurier Co. (Elmira, N. Y.) at 
$14.95. 


107. Push-Button Fire Extinguisher 

. The Pyrene push-button, one- 
pint fire extinguisher by Pyrene Mfg. 
Co. (Newark) has received wide- 
acceptance as a unique and useful 
gift. Designed for use in home or 


automobile, it is pleasing in appear- 


ance and is readily mounted by 
means of a wall bracket that is 
packed with each unit. The push- 
button fire extinguisher is refillable 
and retails at $7.95, with quantity 
prices available from the company. 
Each unit is boxed for easy wrap- 
ping as a Christmas gift. Corrugated 
reshipping cartons are furnished at a 
slight extra cost. 


108. Pocket Level . . . The kind of 
gadget that most men like to own is 
a handy pocket level offered by the 
Cheney Co. (Lake Geneva, IIl.). The 





ae of ° | An nda) 3 ede 

The amazing features about 

® Bettie Opens * this device are the features 
4 | NT MS a 


OPENS DOORS + ARRESTS ATTENTION - 


UTR oh ee TERT S35 


EVERYONE likes the KLEVER KLEEVER because it gives 100% 


pocket level includes an accurate 
level mounted in hex extruded alu- 
minum tubing. It is 544” long with a 
pocket clip attached, and comes in 
anodized red, blue or gold. Individ- 
ually boxed, shipping weight is ap- 
proximately 6 lbs. per 100. Prices 
range from 96¢ for 50 to 88¢ for 1,000. 
Provision is made for three-line 
white imprints. 


109. Nu Pal Lint Remover . 
This is an extremely simple utensil 
for removing lint, hair, dandruff or 
other particles from a suit or dress 


material. It includes a plastic roller 
around which adhesive tape is fast- 
ened, sticky side out. To operate it, 
you simply grasp the cylinder by the 
handle and roll it briskly over the 
material. Lint and what-not adheres 
instantly to the adhesive, which then 
can be torn off and disposed of. The 
cylinder holds a 14%” roll of adhesive 
and directions for loading are in- 
cluded in the package. Nu Pal Lint 
Remover is a product of Perma Prod- 
ucts Co. (Detroit) and retails for $1, 
with refills at 39¢ each. Quantity 
prices range from 60¢ to 39¢. 


110. Desk-Sign . . Desk-Sign 
Mfg. Co. (Philadelphia) has pro- 
duced an executive gift designed to 
get priority position on a recipient’s 
desk at the same time it keeps an ad- 
vertising message before his eyes. 
Desk-Signs come in 7” and 10” 
lengths, with the recipient’s name in 
black on silver or gold background 
or in white or gold on a black back- 
ground. Prices range from $1.60 to 
$3.95, depending on the style ordered. 
Gift boxes are provided at 25¢ for the 
7” size and 35¢ for the 10” size. Space 
is provided on the back of the sign 
for three lines of advertising copy. 


performance. Always handy (Indoors or Outdoors) leh a) 
ahead always a reminder of you and your Firm. It will 
pay you to consider the KLEVER KLEEVER in your Plans 


111. Pegasus Decorated Glassware 

Gay Fad Studios (Lancaster, 
O.) has used a sophisticated inter- 
pretation of the winged horse of 
Greek mythology as a motif for its 
eee Pegasus glassware for home use. The 
P.O. BOX 1827 + WILMINGTON 99, DELAWARE and Serving Trays color scheme is Siamese pink on sSat- 
Siro a eC. ; in charcoal enhanced with 22 kt. gold. 
Sets of Pegasus glassware are indi- 
vidually packaged and approximate 
retail prices are: 9 oz. old-fashioned 


A GIFT EVERY FAMILY WILL USE AND ENJOY 


Patented 
Pe ea 


easy to personalize” 
Mel Lt Leola o 


BLOCK FOR ALL PROMOTION 


oe eee RON LUNCH 'N SERVER with Knife 
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glass, set of 8 for $6; 32 oz. shaker 
with gold top, $7 each; 14 oz. sham, 
8 for $6.50; 3% oz. footed cocktail 
glasses, 8 for $5.50; 32 oz. mixer and 
stirrer, $5 each; 16 oz. double old- 
fashioned glasses, 8 for $6. 


112. Honey Plank A unique 
gift from the “land of milk and 
honey” is the Honey Plank by Dairy- 
land Products Co. (Madison, Wis.). 
Honey plank consists of two 4” high 
ceramic beehives, each with a honey- 
bee handle, set into a 4x84” white 
birch tray with a hand-rubbed wax 
finish. Each beehive contains 6 oz. 
of candied honey, plain and cinna- 
mon flavored. The tray may be used 
for serving jellies and relishes after 
the honey is used up. The Honey 
Plank is priced at $4.95 east and 
$5.15 west of Denver. 


113. Goldie Shine A surefire 
gift for anyone who travels—or for 
office or home for that matter—is 
Goldie Shine, a product of Gold Seal 
Co. (Bismarck, N. D.), which lets 
you shine your shoes without ever 


getting your hands dirty. Goldie 
Shine comes six polishers to a box 
and each unit, which is disposable, 
includes a capsule of polish, duster 
and buffer. The polisher slips over 
the extended fingers and the opera- 
tion is simple—dust your shoes with 
the duster on one side of the unit and 
throw the duster away, reverse the 
unit and apply pressure to break the 
capsule which is inside, reverse the 
unit again and use the buffer. Goldie 
Shine comes in 48 6-unit packs to the 
case at $8.64 per case—3¢ a shine. 


114. Versa-Tool . . . Earl Products 
Co. (Chicago) is offering a six-pur- 
pose tool packed in a leather snap- 
button case with the giver’s name 
stamped in gold. Versa-Tool includes 
an axe, hammer, wire cutter, nut 
wrench, screw driver and nail puller. 
It is made of hardened tool steel, 
drop forged, nickle plated and rust 
proof. Quantity prices, including one 
to five lines of advertising, range 
from $5 for 25 to 49 to $3 for 1,000 to 
2,499. Gift boxes are 10¢ additional. 


115. Pfaelzer Steaks . . . A pack- 
age of eight U. S. Prime, Blue-Rib- 
bon sirloins is the kind of Christmas 
gift that any VIP will appreciate. 
Offered by Pfaelzer Brothers Inc. 
(Chicago), the steaks are dry-ice re- 
frigerated and shipped express from 


seem ame BD \ 


the Pfaelzer plant at Chicago’s Union 
Stock Yards to almost anywhere in 
the U. S. The eight steaks are 114” 
thick each, are packed four to a layer 
and are priced at $25 per box. 


116. Paper-Mate Capri... Paper- 
Mate Co. Inc. (Culver City, Cal.) has 
introduced a high style model ball- 
point pen called the Capri with a 
metal finish that the company says 
will not chip, crack, peel or spot. The 
Paper-Mate Capri has the familiar 
Paper-Mate mechanism and silver- 
plated tip and comes in an individ- 
ually packaged plastic gift box. Two 
imprint styles are available—a baked 
enamel screen print that permits sev- 
eral lines of imprint or an engraved 
imprint with a limit of one line of 
engraving only. Prices range from 
$2.60 for 25 to $1.88 for 2,500, with an 
open price for quantities of 5,000 or 
more. 


117. D’Lite Desk-Rule Lighter... 
Leopoldi Importers (Chicago), who 
offer this 12” lighter, refer to it hu- 
morously as the “Texas Pocket 
Lighter.” The lighter has a heavy 
chrome finish, carries fuel for a long, 
long time (12” of it) and can also be 
used as a ruler or paperweight. A 
triple wheel arrangement provides a 
good grip for getting a light and pre- 





Just Published 


Jom ADVERTISING IN 
MODERN RETAILING 


by CARRIE MILLS ROWLAND 
Advertising Consultant; Formerly 
Advertising Director of 

Rich’s, Atlanta 


The first modern guide to the actual 
practice of advertising in the retail 
store today. Here a well-known ad- 
vertising consultant tells how adver- 
tising is planned, budgeted, designed 
and placed through the different 
levels of the store management and 
in coordination with the various mer- 
chandise divisions of the store. De- 
signed for application to any retail- 
ing operation, this methods book will 
be especially useful in the small or 
medium-size store outside metropoli- 


tan areas. 


$4.50 at your bookstore or from 


HARPER & BROTHERS, N. Y. 16 
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Accent on the Obvious 


Hey, wait a minute! Maybe you don't 
have to shop for your business Christ- 
mas gifts after all. 

Last year the Papercraft Corp. ( Fitts- 
burgh) discovered in December it had 
underestimated its remembrance list and 
was short 200 gifts for Christmas giving. 
The company’s list annually runs into 
thousands. 

Joseph M. Katz, Papercraft president, 
was in a sweat. Hundreds of gifts pur- 
chased and ready for distribution, 200 
would-be recipients not remembered, 
and no time at this late date to get 
more similar gifts. 

That's when Mr. Katz discovered that 
Santa Claus had headquarters right in 
his own shop. He called in his produc- 
tion manager, and after a hurried con- 
ference Papercraft produced 200 cab- 
inets of gift wrappings, ribbons, tags 
and seals—not too difficult a job since 
Papercraft manufactures the Kaycrest 
line of gift wrappings. 

Just how much this last minute Christ- 
mas gift was appreciated was revealed 
in thank you notes received after the 
holidays. The usual polite notes of 
thanks came from those who had re- 


ceived the original, more expensive 
gifts. As for the 200? They wrote en- 
thusiastic, glowing, personal letters of 
thanks for the gift wrap cabinets, point- 
ing out that this was a gift that was 
timely and could be used to advantage 
by the entire family. 


“We're one of our own best customers 
now,” says Mr. Katz. “Our entire 1954 
Christmas list will be remembered with 
Kaycrest products!” 





vents fingers from becoming smudged 
on the center flint wheel. Calibra- 
tions for the ruler are deeply etched 
and readily visible, while sealed 
hinged construction throughout 
keeps the long lighter in alignment. 
The D’Lite Desk - Rule Lighter is 
listed at $22. 


118. Vanity-Lite A combina- 
tion lipstick mirror and handbag 
flashlight by Bantam-Lite Inc. (New 
York), Vanity-Lite is no bigger in 
size than a book of matches and in- 
cludes a snap-up mirror above its 
snap-on switch which provides a 
powerful little spotlight. Designed 
for applying lipstick in the dark—at 
the theater, in a night club or in a 
car—Vanity-Lite is available in tur- 
quoise, cerise, white and black. It is 
equipped with two standard batteries 
and lens magnifying bulb. Retail 
price is $1. 


119. Preserves and Jellies ...A 


selection of 12 oz. preserves and 12 
oz. jellies in combinations of six, 
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eight or 12 jars is available from 
Dwan’s Home Canning Co. (St. Jo- 
seph, Mich.). The jars are boxed in a 
decorated Christmas carton topped 
with cellophane and shipped in a 
shipping container. In addition, on 
orders of 100 boxes or more, the 
company furnishes free a decorated 
label which carries the recipient's 
name together with the contents of 
the jar. Prices range from 20¢ to 37¢ 
a jar and the Christmas box is 
charged for at 15¢ for box of 6, 20¢ 
for box of 8 and 25¢ for box of 12. 


120. Penciliter For smokers 
who write and writers who smoke, 
the Penciliter by the Ronson Corp. 
(Newark) combines a mechanical 
pencil and a Ronson lighter. A repli- 
ca of the giver’s trademark in rho- 
dium plate and with enamel inlay 
can be applied on the monogram 
shield or below it. The Penciliter is 
packaged in a gift box. Prices, in- 
cluding lighter and emblem, range 
from $5.97 for quantities of 50 to 
$5.87 for quantities up to 1,000. 


121. Daily Dozen Rubber Stamp... 
This is a multiple rubber stamp that 
makes 12 imprints in daily use—please 
remit, printed matter, via air mail, 
do not bend . . . all the proper im- 
prints for mailing, banking and bill- 
ing. Twelve separate stamps are built 
into the machine and may be selected 
by turning a dial. Each stamp is 





WAND STAMP ONLY 
FIRST CLASS May 
; pin PARCEL POST 
SPECIAL HANDLING Please _ 
SPECIAL DELIVERY 
D STAMP ONY fon Derostt omy 
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FL EASE REMIT. VIA AIR MAIL 


more than 112” long. The Daily Doz- 
en stamp is manufactured by Coss- 
man Stamp Co. (Hollywood) and 
lists at $1.98. 


122. Traveler Tool Kit Eight 
useful tools are combined in this 
miniature kit imported by Abbeon 
Supply Co. (Jamaica, N. Y.). Of a 
sturdy and high quality appearance, 
the tools include a hammer, wood 
chisel, saw, file, drill, punch, screw- 





driver and jack knife. Each separate 
tool fits into the jack knife handle 
when in use. The entire set comes in 
a zippered cowhide case slightly 
larger than a cigaret package and is 
enclosed in a white box for gift giv- 
ing. The Traveler Tool Kit is listed 
at $13.50. 


123. Magazine Subscriptions ‘ 
Gifts Unlimited (San Francisco) 
makes it possible to provide a sub- 
scription to any magazine published 
in the U. S. as a gift and for the re- 
cipient to choose his own magazine. 
Persons who buy the service may 
select any one of a number of Christ- 
mas Gift cards or, if the order is for 
5900 or more, may have a special Gift 
Card designed. The gift card bears 
the message that a subscription has 
been entered for the recipient for 
“any magazine you want” and is 
signed by the giver. A reply card is 
provided for the recipient to fill in 
the magazine he wants and this card 
is returned to Gifts Unlimited, which 
then processes the subscription. As 
for the giver, he is billed for sub- 
scriptions ordered as they accumu- 
late. In entering the original order, 
the giver specifies a minimum and 
maximum number of cards he will 
need and is sent the maximum num- 
ber so he doesn’t have to wait for an 
exact count before he makes his final 
order. There is no charge for the gift 
or reply cards or for imprinting. The 
company estimates that individual 
subscriptions ordered by recipients 
under its plan cost the giver between 
$4.50 and $5. 44 


Orchids of Hawaii Inc. 
Describes Its Service 


Every woman likes an orchid and 
many businesses have capitalized 
on this fact by using orchids as give- 
aways for special sales, holiday 
events, anniversary sales, company 
parties, etc. Orchids of Hawaii, Inc. 
(New York), describes its orchid 
service in literature which is avail- 
able on request. 

The company flys its orchids in 
from Hawaii and ships them any- 
where in the U. S. or Canada. Single 
orchid corsages, corsages with rib- 
bons and pins, orchids in gift boxes, 
larger corsages and Hawaiian Leis 
all are available. The company also 
provides for personalized ribbon 
streamers with imprinting at 2¢ per 
streamer in lots of 1,000 or more. 

Prices for orchids in various ar- 
rangements range from 9¢ each for 
a single orchid to $1.75 for a large 
gift-boxed corsage, according to the 
company’s literature. 


For your copy circle No. 136 on the 
Reader’s Service Card inside back cover. 





LABELING & PACKAGING 


PACKAGE DESIGN 
poor little orphan 
of the advertising world 


.. . Wherein a designer tells why packages deserve more attention from admen. 


By E. Leonard Koppel 


Package Designer 
New York 


Prologue: 


The conception of this article did 
not happen yesterday. It has been 
fermenting for many years. Wherev- 
er and whenever two designers would 
meet, it has always found a way into 
the conversation. 

Yet never did I see it erupt and 
expand itself into print. But now I’ve 
done it . and hope its acid eats 
deeply into the proper crevices. 


Play: 

A box manufacturer with whom I 
have worked on many package de- 
sign projects came to my office with 
a design in comprehensive form for 
a proposed set-up box. It was a 
monstrosity! The choice of colors 
was preposterous in relationship to 
the product’s nature and price range. 
The theory of design (if you would 
call it that) was one that any capable 
merchandising man would recognize 
as a sad and unsuccessful attempt of 
rendering a sales-provoking package. 

My client, the box supplier, 


thought that perhaps it could be im- 
proved towards a more acceptable 
unit if I would handle the finished 
artwork. Nobody (not even Gim- 
bels) could help this sour attempt at 
graphic art. 

With apology in his voice, the box 
manufacturer explained that the cli- 
ent had originally approached him to 
handle this design project, but “for 
free.” They had assumed this to be 
acceptable as their ad agency had 
originally volunteered to supply 
them with a package design without 
charge. Perhaps as an altruistic ges- 
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Thilco PRINT-DECORATED packaging 
papers ‘snap-up appearances! 


You get an attractive, well dressed salesman 
for practically nothing (1/12¢ for an average 
size package) when you take advantage of 
PRINT-DECORATING on Thilco’s protec- 
live wrappings, bags and box cover papers. 
It’s the lowest cost advertising you can buy! 





STRONGER SALES APPEAL—Thilco PRINT- 
DECORATED protective papers add pres- 
tige, signify better product quality, have 
more attractive buy-appeal, provide imme- 
diate identity and advertising value wher- 
ever your products travel. 


DIVERSIFIED APPLICATION — Thilco’s wide 
range of protective papers assure the best for 
specific needs whether they call for water- 
proof protection, prevention of moisture- 
vapor transmission, control of grease and oil 
penetration or, just general decorative pack- 
aging. Thilco papers are specially fibred for 
machine wrapping, bundling, hand wrapping, 
box covering and bag manufacture. 












Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


Nee ee 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO + DETROIT « MINNEAPOLIS » CINCINNATI 
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ture for all the nice space the agency 
was placing for them. The boxmaker, 
realizing that this responsibility 
could be removed from his shoulders, 
wholeheartedly suggested that they 
accept this kind offer. And this they 
did. 


> Here was an agency account run- 
ning full-color, bleed page ads in na- 
tional publications. This item to be 
packaged retailed for $12. The total 
manufacturing expenditure for the 
original run of set-up boxes (includ- 
ing plates, electros, paper, printing, 
boxboard, etc.) amounted to $17,500. 
Yet here was an agency, buttering a 
client into believing he was getting a 
gift. It wound up in the bullpen 
where probably a part-time paste- 
up apprentice was given an escape 
for his frustrations. 

I did the best I could with the 
working drawings for this package, 
but it still went to market a very 
weak magnet for consumer appeal. 

Let me say here that the mistake 
on the part of anybody in the cre- 
ative field (including agencies) is to 
treat an important phase of mer- 
chandising, such as packaging, as if 
it were an unwanted orphan. They 
wouldn’t dare handle direct-mail, or 
any other promotion campaign, in 
this manner. 


> Luckily, the majority of agencies 
are not guilty of this form of mis- 
treatment. They are aware of the im- 
portance of point of purchase mag- 
netism and do not desire a good ad- 
vertising program stymied for lack 
of consumer appeal in the ultimate 
product. 

The chief offenders seem to be 
packaging suppliers themselves. I 
am not speaking of those who em- 
ploy a complete staff of able design- 
ers to service their accounts. They 
usually do a good job. But believe 
me, whether the client knows it or 
not, somewhere along the line he is 
paying for this professional counsel. 
And it is worth every cent of it. 

No, most of the villains can be 
found among the suppliers who use 
“free designs” as their sales gim- 
mick. It is surprising to find so many 
capable business men still grabbing 
for this hook. 


> Gradually, more and more of these 
executives, through dismal and cost- 
ly experiences, are becoming en- 
lightened to this amateurish method 
of handling one of the most vital 
factors towards the sales-success of 
their products. 

A client of mine is just one concise 
example. For the past three years I 
have handled seven package designs 
for his company. His products are 
soft drinks that are sold in a waxed 
paperboard container. I know that 


the company that supplies him with 
these containers offers package de- 
signs without cost. 

I was curious to know why he did 
not take advantage of the offer. His 
answer came with a smile. I was told 
that his cost for containers ran into 
several hundreds of thousands of 
dollars per year. Adding my design 
charges to this didn’t even make a 
scratch in the figures. He felt it was 
very low-cost insurance against his 
products having the run-of-the-mill 
look that usually comes from a sup- 
plier’s art department. 


>To fortify by figures a theory long 
known by package designers and 
many purchasing, sales and adver- 
tising directors, I have made a simple 
survey among various industries in- 
cluding automotive, chemicals, in- 
secticides, toiletries, paints, candy, 
hardware, toys and pharmaceuticals, 
as to the cost for design against the 
total expenditures in manufacturing 
their packages. 

The answer was a range of less 
than % to a high of 343%. The pack- 
ages used in this survey were all 
scheduled for more market years 
which will even decrease these al- 
ready surprisingly low figures. They 
all have the professional touch that 
only a package designer who knows 
his trade can produce. The men re- 
sponsible for these products are 
shrewd executives. They have long 
realized that coated paper, bleached 
manila and printing inks are inani- 
mate objects that can be bought at 
specific prices. It is the package de- 
signer who breathes life into these 
items. And his work in directing at- 
tention to their merchandise is the 
biggest bargain that can be had in 
today’s business world. 

I rest my case. 

Epilogue: 

To those in the packaging supply 
field who have created their own 
Frankenstein, I offer no remedy. Let 
them formulate for themselves a 
method of destroying their own 
adopted monster responsible for so 
many sales-discouraging packages 
that have been foisted upon their 
clients. Ditto for the agencies that 
have unwittingly been sucked into 
this trap. 

But to the sires of products, who 
look with anxious eyes for an up- 
swinging sales chart, I give good 
counsel: There is nothing in this 
wide world you get “for free” wheth- 
er it’s that extra pair of pants with 
every suit or a “free” package design 
with every order. The second pair of 
trousers can do you no harm, but a 
milksop appearance embodying your 
product can casually lead it to the 
slaughter. 

Curtain 44 





Rock-Me Baby’s Cradle . . . To market 
its new doll, the ‘’Rock-Me-Baby,’’ the 
R & B Doll Co. developed this ingenious 
box that converts into a cradle. Top, left, 
is the box as it appears on store shelves. 
Top, right, the box top is removed; cen- 
ter, the slots are turned up and fastened 
to form the cradle’s rocking feet. Bot- 
tom, the doll is resting in the bottom 
of the box set inside the rccker top to 
form the complete cradle 


Company Develops Doll 
Box That Becomes Cradle 


A cleverly designed box that con- 
verts into a cradle became an im- 
portant selling factor for the R & B 
Doll Co. when it marketed its new 
‘“Rock-Me Baby” doll. 

The company had been faced with 


sign with nursery themes was 
chosen. The problem of how to 
identify the contents of the box for 
sales people was solved by placing 
a small name plate on the narrow 
front side of the package. This gave 
dealers needed information without 
detracting from the appearance of 
the cradle-box. 

The “Rock-Me Baby” doll with a 
vinyl body is available in two sizes, 
17” retailing at $9.98, and 22” at 
$12.98. She also is available in a latex 
body, 17” at $7.98. The doll and her 
ingenious box were introduced via 
ads in Life in July. 44 


Topflight Develops 
Fluorescent Tapes 


A new line of pressure-sensitive 
tape with fluorescent printing has 
been developed by Topflight Tape 
Co. (York, Pa.). In developing the 
new tape, called Glo-Tape, Top- 
flight has licked one of the early 
disadvantages of fluorescent printing 
—destroying fluorescence when lam- 
inated. 

The new Topflight fluorescent 
tapes are available in a variety of 
styles. The tapes are intended for in- 
door use since only a thin coating of 
color can be applied to pressure-sen- 
sitive tape, and exposure to sunlight 


will fade the colors very quickly. For 
normal indoor use, however, the col- 
ors are said to remain vivid for sev- 
eral weeks. 

Topflight suggests a dark back- 
ground or heavy dark outline around 
the fluorescent colors for best lumi- 
nous effect. While the printing can 
be done only on white tape, since 
colored tape backgrounds reduce 
fluorescent quality, Topflight recom- 
mends bleeding the dark background 
to the edge, with no white tape 
showing, in order to obtain maxi- 
mum effect. 

The tapes are always printed in 
two colors—a darker background 
color and a fluorescent color. Fluor- 
escent colors available include yel- 
low, chartreuse, orange, flame red 
and cerise. 

The fluorescent qualities of Glo- 
Tape are illustrated in an unusual 
folder produced by Topflight. The 
range of fluorescent colors are 
printed on an artist’s palette. To find 
the effect of the colors when com- 
bined with a dark background, the 
folder has two clear acetate strips 
printed with reverse letters (black 
background). These strips can be 
moved to cover any of the fluores- 
cent colors. 


For your copy circle No. 137 on the 
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POLYFOAM PACKERS 


Foam Plastic—Postage Saving—Attractive—Lightweight 
Protective Platforms for safe mailing of samples. 


a dilemma, before the box solution 
was found. Its Rock-Me Baby doll 
absolutely needed a cradle to make 
it really saleable. The new doll cre- 
ation was intended to resemble as 
closely as possible a new-born baby. . 
It was designed so that when it’s : ; er: Ss a 
rocked back and forth, it gradually Ge ae : 4 
closes its eyes and gives the appear- F ; ; 
ance of slowly falling asleep. This 
unique feature of the doll demanded 
a cradle to go with it. 

The company decided that to sell 
a regular wicker type cradle with 
each doll would boost the price too 
high for the average consumer. The 
only way to solve the problem, the 
company thought, was to somehow 
transform the doll’s box into a cradle. 
The idea hit upon actually was quite 
simple: Slots were stapled on the top 
of the box. When the top is removed, 
the slots can be turned up and locked 
so that they form rocking feet for the 
cradle. The top of the box is put 
under the bottom to form a “bed” 


for the doll. 


Let Glo-Brite submit a Polyfoam plat- 
form for your next sampling project. 


non-fattening 


SUCARYL | . 


© ADDS SWEETNESS 
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HERE’S PROOF! 


Sample Mailings now being made PROVE Polyfoam 
Packers save up to 50% postage and production costs. 


FREE KIT of POLYFOAM PACKERS, Complete Details, 
> At first, R & B thought the outside To Help You Plan Your Next Mailing. 
of the box should be designed to : 
give the appearance of a wooden @ x 
cradle. But in consultation with its cl 6415 N. California 
advertising agency, Cayton Inc. (New CHICAGO 45, ILLINOIS 
York), a more colorful, all-over de- 


PRODUCTS, INC. 
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Our new location at | rner of 
Lake Street and’ Wat ker Drive is at 
the center of a system of double-deck 
highways, convenient for fast Loop 
pick-ups and deliveries, minutes 
away from most of our advertising 


agency customers. 


MERCHANDISE MART 


\fter twenty years on Michigan Avenue at Lake Street we 
are moving to larger quarters, better suited to America’s 
Finest Photoengraving Plant, due west on the corn 
of Lake Street and Wacker Drive. Here we are taking great strides to maintain our one standard of 
quality; the finest. For example, we will have an air conditioned plant to further control humidity and 
temperature factors. Our larger and more advantageous floor area will make possible a more efficient 
and improved plant layout. New equipment that we have long considered will be added to an 
already impressive list. In the science and crafts of photoengraving there is no ceiling on quality 
and now we move ahead to hold and extend our claim of quality leadership. You are cordially 


invited to visit America’s Newest and Finest Photoengraving Plant after November Ist. 


COLLINS, MILLER & HUTCHINGS, INC. 


AMERICA'S FINEST PHOTOENGRAVING PLANT 


moving NOVEMBER 1ST from 207 north michigan avenue 
to LAKE STREET @nd WACKER DRIVE, 


CHICAGO 6, ILLINOIS 


telephone rranklin 2-5854 





70 * ar *« November 1954 


PHOTOENGRAVING & PLATEMAKING 


Assembling 
Color Elements 
Can Save Time 
and Money 


This Buxton full-color spread produced by Doyle-Dane-Bernbach 
Inc. (New York) involved eight separate transparencies, all of 
which were combined in a color print unit in three days by 
Pace & Van Camp (New York). A paste-up would have re- 
quired each image to be feather-edged with a cost as high as 
$50 per image, and would probably have posed a difficult 
problem for the engraver because of the edge shadows. If the 
eight separate transparencies had been turned over to the 
engraver with the layout, there would have been extra charges 
for each strip-in, plus the costs for hand tooling. Assembling 
all elements into one dye-transfer print eliminated these extra 
charges. The method is applicable to the most complicated 
layouts. 


By H. C. Latimer 


Developments in color photogra- 
phy in recent years, particularly in 
the quality of reproduction dye 
transfer prints and the introduction 
of positive color transparencies such 
as Ektachrome, have resulted in the 
use of intermediate photographic op- 
erations to prepare process art for 
the platemaker. When used, these in- 
termediate operations are to save 
time and money for plates, to pro- 
vide copy for customer OK, and in 
some cases to also provide dupli- 
cate color copy for simultaneous use 
by different printing processes or by 
widely separated platemakers. 


With either color prints or trans- 
parencies, duplicates are relatively 
inexpensive and color correction is 
quickly done, if desired, before they 
are made. This feature is their prin- 
cipal advantage over the use of 


Carbros. 


> For several years reproduction dye 
transfer prints have been extensive- 
ly used for proportioning all types 
of color art, putting the elements in 
tonal balance and with desired color 
correction, and then positioning all 
on a color mechanical so that copy 
is supplied as a unit. Thus, if the 
original color elements range in size 
and type from 35mm Kodachromes 


to large paintings, only one set of 
color separations is required and 
extra charges for scaling, color 
changes and stripping are avoided. 
This form of color copy is used by all 
three major printing processes. 

More recent is the work of photo- 
graphic color laboratories which take 
any number of color elements, re- 
gardless of technique used, and 
combine, insert or superimpose all 
these elements as indicated by lay- 
out to provide the prepared copy as 
a unit, either in the form of a dye 
transfer print or color transparency. 
This copy, corrected as to color and 
density, with all elements propor- 
tioned and composed as to layout, 
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+F Saver 


FOR EVERY AGENCY 
OR AD DEPARTMENT 


Doubles and triples output of artist 
in making layouts and finishes. 
Scales accurately. 


USED BY ART DEPTS. OF ALL SIZES 
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ACEY CORP. 
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See our exhibit booth No. 54 Advertising Es- 
sentials Show Biltmore Hotel, November 15, 
16, 17. 
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provides copy for the customer’s OK. 

If desired, either all-over or local 
color correction is done before copy 
goes to the platemaker. This copy is 
suitable for any of the printing proc- 
esses: photoengraving, gravure or 
offset lithography. 


>The methods used for either the 
color print or the transparency pro- 
vide copy which is technically suit- 
able for the color separation work 
done by the platemaker. Methods of 
blending the elements eliminate any 
sharp edges. Some claim that the 
prepared copy in transparency form 
avoids some of the difficult hand 
work necessary in “feathering” edges 
when supplied in print form. The 
answer probably lies in the com- 
parative prices by the two forms of 
copy. 

This intermediate method of com- 
bining color elements naturally 
avoids much of the camera, color 
separation and stripping expense in 
the making of the plates. The com- 
pleted color art for reproduction is 
provided in one piece, and also pro- 
vides copy for customer OK. Time 
is usually saved as well as money. 
The fact that duplicates of the com- 
bined selected art work can be made 
quickly and economically is also im- 
portant for reasons already given. 
These duplicates also remove the 
necessity for the platemaker to re- 
lease the original art as soon as he 
has made his separations—a situa- 
tion not infrequent under tight 
schedules. 


>These new techniques in color 
photography permit over-all correc- 
tion in color values either optically 
or chemically. Art can be changed 
from normal to “high key;” contrast 
can be altered to produce more soft- 
ness or more brilliance. Local color 
areas can be changed to meet the di- 
rections of the art director before 
the completed art goes to the plate- 
maker. By the handling of inserts, 
separate art of fish fillets and a serv- 
ing fork could be combined to show 
one of the fillets on the fork. 

The creative possibilities without 
extra high plate costs are unlimited 
with this method of handling color 
elements. The effects of emphasis, 
juxtaposition or mood are revealed in 
the finished art before plates are 
made. 

For editorial color art this method 
of handling elements is, of course, 
just as suitable as for advertising 
art; however, the amount of time 
saved is frequently more important 
than the money saved. 


>The use of “prepared copy,” as 
some call it, permits some pretty 


fast work. To illustrate, take a two 
page ad involving eight color ele- 
ments to be either inserted or super- 
imposed. In an actual case, working 
from transparencies, copy in one 
piece was completed in three days. 
Suppose the art director liked every- 
thing about the completed unit ex- 
cept one image. The color labora- 
tory which handled this particular 
job says that in such a case the en- 
tire print could be made over in one 
hour, incorporating the desired cor- 
rection. If an eight piece carbro had 
been used and the same change had 
to be made, it would have taken at 
least three working days (24 hours), 
states this color laboratory. 

It is reported that the use of in- 
termediate preparatory methods for 
process color work has reduced plate 
costs as much as 25%. Up to 50% 
savings are reported in charges for 
color retouching, correcting, change 
of focus and stripping. Since time is 
saved in the various platemaking 
operations, plate cost savings are 
apt to be greatest with the processes 
(offset and gravure) which estimate 
plate costs on a basis of time. The 
use of a “scale” in estimating plate 
charges tends to be more rigid. How- 
ever, at this time the methods are 
probably used more extensively for 
photoengraving than for any of the 
other processes. Both the time ele- 
ment and the fact that finished color 
copy for customer OK is provided 
are contributing factors here. 44 


Scientific Color Opens 
New Separation Plant 


A new color separation color plant, 
specializing in the production of 
color-corrected positives, negatives, 
and plates for 4-color process by off- 
set as well as 3-color process en- 
gravings for letterpress has been 
opened by Scientific Color Corp. The 
address of the new plant is 653 
Eleventh Ave., New York City. 

According to advance notices, the 
company is geared to work from col- 


PLATES 


a 
SPECIALTY 


“I’m sorry, sir, but we don’t make that 
kind of plate.” 








FFICIENCY is the secret of SAVING! And 
SAVING here at SUPERIOR has been developed 

to the highest known degree of efficiency! Every 
operation in this big day and night plant is synchro- 
nized to produce better plates quicker and at lower 
cost! Savings of costly “man-minutes” are passed on 
to our customers. Get the facts. Let a well-informed 


SUPERIOR salesman tell YOU how it’s done. 


More and more critical plate buyers squeezed 
between time and budget pressures are turning to 
SUPERIOR for relief. Join this fast-growing group 
of well-pleased people who make us headquarters for 
all the plates they buy. 


SUPER Ind 217 


a 


(Cel 


SUPERIOR ENGRAVING CO. 


215 W. SUPERIOR STREET, CHICAGO 10, ILLINOIS © TELEPHONE SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting © Black and White 
and 4 Color Process Engraving * Black and White and 4 Color Offset Plate Making 


. for more details circle 264, page 111 


November 1954 ¢ ar « 


73 





4 
COMPLETE 
SERVICE! 


s323% re BB 


4 
peer’ CBF a 
peresireeeele 
BRDESRreg eels 
PIPE eRe cbee pe 
Bor fA 
SS 


ADVERTISING 
ART 


COMMERCIAL 
PHOTOGRAPHY 


See dd i th 
a 


OFFSET 
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ROTOGRAVURE 
PLATES 


Makers of Fine 
Printing Plates 


GRAPHIC ARTS 


CORPORATION OF OHIO 


110 OTTAWA ST. « TOLEDO 4, OHIO « PHONE GARFIELD 3781 


DETROIT BRANCH 
825 West Elizabeth Street 
WOodward 2-9 122 


CHICAGO 
222 West Adams Street 
RAndolph 6-5383 





Get the Facts! 


PHOTO-ENGRAVING 
COMPLETELY EXPLAINED TO 
~ ==) THE LAYMAN 


And don’t forget 
| Horan’s “around 
the clock”’ service 

| whether your 

problem is 
black and white, 
benday or color 
process. 


Price: $2.00 per copy 24 HOUR SERVICE 


108 pages—Lavishly illustrated in 
black and white, and color 


Now—"‘brush-up” with this modern, 
complete and fully illustrated guide 
to correct photoengraving methods. 


Inquire about our NEW SOUND COLOR FILM 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, WN. Y. 
Tel. MU 9-8585 * Branch Office: MArket 2-4171 


Please send me (prepaid) ...... copies of 
your 108 page revised book, ‘The Art anc 
Technique of Photo-Engraving.”’ 

My check for $.....c00- is enclosed. 


NAMI 
STREEI 
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NEW YORK 
122 E. 42nd Street 
OXford 7-2387 
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wt, QUALITY CONTROLLED 
“™ Letterpress and Offset 


Jahn & Ollier 
Engraving Co. 


W. WASHIN 
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or transparencies, dye transfers, car- 
bro prints, Flexichromes and color 
artwork, as well as direct from mer- 
chandise. 44 


Ozalith Offset Plates 
Produced in 2 Minutes 


A positive working, aluminum off- 
set plate that can be made directly 
from any translucent original has 
been announced by Ozalid, a division 
of General Aniline & Film Corp. 
(Johnson City, N. Y.). 

Bypassing costly and tedious nega- 
tive photographic processing steps, 
the new plate can be quickly ex- 
posed in any Ozalid machine, or in 
any other exposure device now com- 
monly used in lithography. Develop- 
ment time takes less than a min- 
ute. Called an “Ozalith” plate, it can 
be used on any small offset press. 

It is estimated that preparation 
of the plate will cost as little as 
20% of the cost of preparing con- 
ventional, negative working plates, 
including all labor and materials. 


> With the new plate it is possible 
to turn out copies in volume from 
any translucent original with less 
than two minutes’ plate preparation 
time. It should be particularly useful 
for business forms, letterheads, 
labels, graphs, instruction manuals, 
direct mailers, etc.— anything that 
can be printed, typed, written or 
drawn on translucent paper. 

The diazo-sensitized, positive- 
working plate is simply fed with the 
translucent original into any expos- 
ing device; then it.is swabbed with 
liquid developer, water and fixing 
solution, in turn. 

The new plate is said to have ex- 
cellent stability and resists scumming 
on the press. Additional details are 
available from Ozalid. 
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made you production manager, Simkins. 
You happen to be a jerk!” 
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FIRST Dav oF ISSUE 


Even when you're the leading ra- 
dio station in your community and 
one of the best names in broadcast- 
ing, you have to think occasionally 
of a new way to tell your story to 
civic leaders and prospective adver- 
tisers. 

Two years ago, three of Westing- 
house Broadcasting Co.’s radio sta- 
tions were wondering if their com- 
munity leaders were still listening 
very intently to the story they were 
telling. Adding to their problems was 
the rash of competition from new 
radio stations and the precocious in- 
fant, television. 

The question was to supplement 
the regular public relations activities 
with some simple method of telling 
radio’s story in a different way, re- 
minding community leaders of broad- 
casting’s impressive past and the vi- 
tal part it has played in community 


life. 


>The answer decided upon sounds 

as far removed from broadcasting as 

it is possible to get. It was philately 
stamp collecting. 

Station managers and publicity di- 
rectors were frankly skeptical at 
first, sharing the feeling that stamp 
collecting was a limited hobby. They 
know now that it is the most popular 
hobby in the world. 


DIRECT ADVERTISING 


LOW-COST 
MAILING 
WITH 
IMPACT 


Each month, the stations send out 
hundreds of letters which are not 
only read, but treasured. The reason 
is not in the letters themselves, but 
in the fact that they are stamped 
with a “first day of issue” stamp and 
sent in an envelope, or cover, etched 
with a dignified steel engraving com- 
memorating the event being honored. 

In addition, the mailing is made 
from the place honored by the stamp, 
so that the postmark has historic 
value. As any of the 12 million stamp 
collectors in the United States can 
tell you, a stamp with the cover is 
more valuable than a stamp alone. 


> Each of the radio stations has re- 
ceived hundreds of letters acknowl- 
edging the commemorative stamps. 
Letters come from congressmen, sen- 
ators, judges, city and county offi- 
cials, civic, business and 
leaders. 

Many recipients write and ask to 
have names added to the mailing list. 
Occasionally a frantic letter comes 
from a man whose secretary has 
hastily opened the first day of issue 
letter and torn the stamp. In such 
cases the station complies with a 
new cover. 

Each radio station handles the 
mailing in a different way, although 
they are all sent out by the Fox Ad- 
vertising Agency (Baltimore). Each 
station manager sends his own letter, 
over his own signature. In most 
cases, the letter ties radio and the 
particular station to the event being 
honored by the commemorative 
stamp. 


religious 


> Fox sells the first day mailing serv- 
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Want to 
save time... 
cut costs on 
booklet & 
catalog 
mailings? 


WLC at 
JOB A 
aR at 


I} you eliminate the cost of 

envelopes, your dollar and 

cents savings on a booklet or 

catalog mailing can quickly 

be determined. I}, in addi- 

tion, you eliminate as much 

as 80% of the time and 

labor required to insert your 

material in an envelope and seal or tuck the 
flap, your savings become even greater. 


How can you eliminate the envelope if 
you have an order blank or other inserts 
to be held in place? Simply through the 
use of a seal, automatically applied at the 
rate of 10,000 to 15,000 per hour. 


The cost? A fraction of a cent apiece, in- 
cluding the cost of the seals as well as their 
ap plication. 


If your next mailing is a booklet or a cata- 
log up to 91/, x 13 and not more than ¥” 
thick (about 96 pages) or if it can be 
folded to that size for mailing, 
send it out as a sealed self- 
mailer. It pays to save that way! 


For further information and 
free illustrated booklet which 


shows how sealed self-mailers 
can help you, write today! 


data 


A) 


ealing machine 


50-A East Wesley Street 
South Hackensack, N. J. 


Exclusive users in 
the New York area: 


~ Automatic Sealing Service 
115 Christopher St., N.Y.C. 
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ice on an exclusive basis so that no 
one person receives a commemora- 
tive stamp mailing from more than 
one source. Areas are defined, and 
stations and companies subscribing 
to the service agree not to send any 
mailings outside their own area. 

U. S. commemorative stamps are 
issued frequently and Fox selects 
from these one each month for the 
first day cover mailings. Subscribing 
companies are notified when the next 
mailing will be and a _ suggested 
theme is given for the letters to be 
enclosed. 

Promotion men at the various 
Westinghouse stations write their 
own letters along the theme of the 
mailing and send the letters to Fox, 
which then handles the entire mail- 
ing on the subscriber’s own station- 
ery. The agency keeps mailing lists 
up-to-date and handles all of the 
mechanical details up to the point 
where the sealed envelopes are sent 
to the spot from which they will be 
cancelled and mailed. The agency 
also takes complete responsibility for 
securing the stamps and having the 
steel engravings made. 


>At KDKA (Pittsburgh), two let- 
ters were sent at first, one of a busi- 
ness nature, and the other of strictly 
civic interest. The business letter, 
signed by the station’s sales manager, 
attempted to do a low-pressure pro- 
motional job on the station’s effec- 
tiveness as an advertising medium. 
The civic letter, signed by the station 
manager, was a straight public rela- 
tions letter. The two lists have now 
been combined and go out with the 
same letter. 

Copy for the letter is brief, usually 
three short paragraphs. The intro- 
duction describes the event honored 
by the cover and wherever possible 
(and it’s almost always possible) the 
radio industry and KDKA are tied in. 

For example, the letter that went 
with a mailing from Ottawa, com- 
memorating Canada’s National Wild- 
life Week, mentioned KDKA’s Far 
North Service, which was for years 
the one connection with civilization 
for hundreds of missionaries, traders, 
Royal Canadian Mounties and other 
isolated Northern dwellers. 

KDKA and WBZ (Boston) send 
out monthly letters, and Portland’s 
station KEX sends out bi-monthly 
first day covers. At KEX, approxi- 
mately 150 to 200 letters of thanks 
arrive at the station after each mail- 
ing. Some busy executives take the 
time to write a thank you each time 
they receive a new stamp. 


>The first day issue stamps have a 
definite monetary value, and their 
worth increases the longer they are 
held. Yet the cost of the direct pub- 


lic relations mailing piece only 
amounts to about 30¢ per letter. 

“Thank you very much for this 
stamp, which I know my son will be 
glad to add to his collection,” is just 
one of the many types of thank you 
notes received. If the recipient isn’t 
a stamp collector himself, he invari- 
ably has a child, grandchild, niece or 
nephew who is. 

One of the most gratifying letters 
received states, “Your contacts with 
all that makes our way of life out- 
standing is in itself outstanding and 
lasting in importance. The stamp is 
wonderful—so is your station.” 


>The first mailing commemorated 
Mt. Rushmore and was mailed from 
Keystone, South Dakota. Other mail- 
ings include the Nebraska Territory 
anniversary; a food and agriculture 
stamp from the United Nations, and 
a first day of spring stamp, from 
Paris, Ill. 

Some of the stamps have been sent 
to an expanded mailing list because 
of their unusual nature. The 75th 
anniversary of the American Bar 
Association prompted the addition of 
local attorneys’ names. The stamp 
honoring Queen Elizabeth’s Corona- 
tion, mailed from England, was also 
sent to a longer list, as was the cover 
honoring the 50th anniversary of the 
American trucking industry. 


>The letters themselves vary with 
each station. An example of the type 
of letter sent from Boston’s WBZ 
states: 

“We are pleased to join in this first 
issue tribute to our good neighbor’s 
great statesman, the Right Honorable 
W. L. Mackenzie King, former Prime 
Minister of Canada. 

“Being a good neighbor has been 
the aim of WBZ since our first day 
of broadcasting. 

“We want to be worthy of the 
friendship, respect and good will of 
every person who invites us into 
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their home through the magic of 
radio.” 

So far the stations have done an 
unusual job of winning friendship 
through the magic of stamps. So per- 
haps philately is not really far re- 
moved from broadcasting at all. 44 


New Method Eliminates 
Duplicating Dye Stains 


Another weapon in the battle 
against stained fingers, clothing and 
equipment from the use of dye stains 
incident to some duplicating proc- 
esses is the development of “Kleen- 
ies’ Kleenie Master Co. (New 
York). 

Kleenies are pre-assembled hec- 
tograph master units which place 
the hectograph carbon in a protected 


position so that it is never touched 
by hand. This is done by centering 
the carbon on a back sheet in such 
a way that a clean border is left all 
around. 

Kleenies master units are made in 
conventional 812x11” letter size with 
4” margins at the sides and 1%” 
margins at top and bottom, leav- 
ing a printing area of 8x10”. Kleenies 
also come in legal size. Additional 
information and samples are avail- 
able on request. 
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Monsanto Offers Latest 
In Color Trend Series 


Color trends in housewares, wall- 
paper, textiles, kitchens and bath- 
rooms are discussed in detail in 
“Color Change,” the latest in a series 
of reports on color trends in home 
merchandise that is being offered 
by Monsanto Chemical Company’s 
Plastics Division. 

The conclusions outlined in the 
booklet are based on market re- 
search, consumer polls and actual 
sales tests. 

Also included in the booklet is an 
interpretation of the changing con- 
sumer color preferences in general 
home furnishings. 


For your copy circle No. 140 on the 
Reader’s Service Card inside back cover 





vVx is visible. U.S.E.’s improved synthetic-type seal flap 
gum has the natural sheen and color which people have 
learned to look for. They know immediately that there’s 
gum on the flap. 

And they find these additional advantages: vVx lies flat; 
does not curl, and has high resistance to humidity and 
blocking. It provides instant tack with normal moisture, 
and makes a positive, permanent seal. It has the U.S.E. 
neutral taste. 

vVx is a product of U.S.E.’s Envelope Research Labo- 
ratories, and is now provided on all stock commercial and 
official sizes of White Woves and Bonds. 

Enjoy the many advantages of v¥x SEAL FLAP GUM 
— you'll see the difference immediately. 


Ylow tome of the famous U.S.E. 


Research and Processing Laboratory at 
Metuchen, New Jersey, where scie ntific 
quality control gives life to the U.S.E 
Guarantee. 


*T.M. Reg. Appld. For 


UNITED STATES Oe 
ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 
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SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


Deze 


O77 Wee 


Lula 2. COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


DY 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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BEST-TEST”” never wrinkles 
— curls — shrinks. Excess 
tubs off clean 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, WN, J. 
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MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the ‘‘Let’s Have Better 
Mottoes” monthly mailings. Unusual— 
effective—economical—exclusive. Write 
for details on your business letterhead. 


FREDERICK E. GYMER 
2121 E. 9th St. Cleveland 15, Ohio 
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Mail Piece Simulates 
External Publication 


Combining elements of direct mail 
with external publications, Crier Ad- 
vertising Service (Cleveland) has 
prepared a four-page monthly publi- 
cation designed to make it possible 
for users to contact customers and 
prospects regularly. 

The 7x10” monthly publication in- 
cludes three pages of jokes, quizzes, 
a pretty girl picture, sports items, a 
column by Dale Carnegie, etc., while 
the front page is left for the user’s 
advertisement. 

The nameplate takes up the top 2” 
of the front page and includes what- 
ever name the user decides on and 
the words “Published by” followed 
by the name and address of the user. 
The balance of the page is devoted 
to advertising copy. Arrangements 
also may be made for a user to carry 
his advertising copy on the back 
page as well. 

Prices are listed at $35 for 500 
copies, $50 for 1,000 copies and $30 
for each additional 1,000 up to 5,000. 
Sample copies are available. 


For your copy circle No. 141 on the 
Reader’s Service Card inside back cover 


Huge Envelope and Letter 
Is Quick Attention-Getter 


Take an envelope 12” long and 
nearly 5” deep, provide it with a 
6144x2%” cellophane window, have 
the recipient's name and address 
staring through the window in type 
that is nearly 4%” high, and you've 
got a letter that sticks out of the pile 
of morning correspondence like a 
giant at a pygmy convention. 

With this introduction you can 
be sure the recipient is going to 
read the letter contained in the en- 
velope—and he’s going to do it with 
a smile when he sees the same size 
type on a 22x34” letterhead that 
spreads out like a blanket. 

Called the “World’s Largest Per- 
sonalized Letter,’ the giant letter 
(eight times as large as an ordinary 
letter) is produced by Sande Rocke 
& Co. (New York) and is completely 
personalized with ample space for 
the customer’s name and address in 
huge letters at the top with simulated 
signature sprawling across the bot- 
tom. 


>The letters can be used for an- 
nouncing new or improved products, 
special deals, advertising programs, 
dramatic announcements, etc., and 
can also be used effectively displayed 
on a window-glass. 

Prices range from 23¢ each for 
1,000 to 12¢ each for 100,000, with 
prices on request for quantities over 


King Size Letter . . . Sande Rocke used 
this old-fashioned coach and Johnny, the 
midget dancing actor, to dramatize deliv- 
ery of its ‘‘World’s Largest Personalized 
Letter’’ to sales, advertising and sales 
promotion managers in New York City. 
The 22x34” letter is delivered by mail 
in a 12x5*’ window envelope. 


100,000. Postage for first-class mail 
is 6¢, for bulk third-class, 142¢ and 
for straight third class, 2¢. 

Additional details are available 
from Sande Rocke. 


For your copy circle No. 142 on the 
Reader's Service Card inside back cover 


Business Booster Cards 
Have Many Varied Uses 


Business Booster Cards by Atlan- 
tic Advertising Inc. (Atlantic City, 
N. J.) add zest to the daily business 
routine while at the same time they 
provide a business service. 

The company prints cards for col- 
lecting delinquent accounts, cards to 
produce more business, cards for 
thanking customers for business and 
cards for developing new business. 

Uniform in size, the cards are 
414x514” and come with matching 
envelopes. They use the conventional 
greeting card fold, with the outside 
devoted to an attention-getting 
greeting card type of illustration. 
For example, a card for producing 
more business carries a man in a 
space suit on the cover with the cap- 
tion, “How Are Things in Outer 
Space?” The inside fold develops the 
theme further—“Maybe you’ve been 
cruising around on a flying saucer. 
At least it seems that way, it has 
been a long, long time since we've 
enjoyed doing business with you. If 
we've given you some reason to keep 
distant . . . won’t you please give us 
a call?” 

Other cards in the series are sim- 
ilar in theme and format. Prices, 
which include envelopes and im- 
printing, range from $3.50 for 25 
cards to $45 per M. 

Samples and additional details are 
available. 


For your copy circle No. 143 on the 
Reader's Service Card inside back cover 








in Advertising # | 


The best colors for advertising can be found by considering the 
best selling colors in consumer goods. 


By Faber Birren 
Color Consultant 
New York 


There was a time—not too long ago 
—when color was a fresh and new 
element in American business and 
advertising. It was conservatively 
used in consumer goods, popular 
magazines, mail order catalogs, pack- 
aging, direct mail. Whenever some- 
one featured it in an unusual way, 
quite a tremor swept through the ad- 
vertising profession. For color was 
expensive, speculative, and it could 
readily be looked upon as a form of 
extravagant pretension. 

Today, however, color has gone 
from exception to rule. It isn’t a 
thing of fancy distinction any more; 
it is a workaday necessity to sell and 
promote the products and services 
of a world that has taken color as 
one of the essential requisites of 
modern living. 


>The world has become more than 
color-conscious—it is now completely 
color-minded! Color in the editorial 
as well as advertising pages of 
popular magazines is automatically 
assumed. So do we assume the neces- 
sity of color in motion pictures and, 
shortly, will it be assumed in tele- 
vision. It has become indispensable 
in catalog selling and direct mail— 
right along with the tremendous ex- 
pansion of color in consumer goods. 
American homes, inside and out, 


have been thoroughly refurbished 
with color. Black automobiles have 
dropped from a frequency of 22% 
in 1940 to less than 8% today. (The 
demand in Los Angeles is less than 
2%.) Plastics, synthetic materials of 
many types, have brought color into 
countless products that were once 
either colorless or nearly so. 

The American scene has changed 
radically, the tide of color even flow- 
ing into the once drab environs of 
industrial plants, offices, institutions, 
schools. Now it’s just about every- 
where, and to avoid it modern man 
must either turn his lights out or 
go about with his eyes closed. 


>It would be something of an ana- 
chronism to question the value of 
color in advertising. For to conceive 
of modern advertising without color 
would be frightening indeed. 

e Without Technicolor millions 
would be lost in movie house at- 
tendance. 

e Without process illustrations in the 
editorial sections of popular maga- 
zines, millions would be lost in cir- 
culation. 

e Without colorful packages in retail 
supermarket and syndicate stores 
fewer items by the million would be 
bought on impulse. 

e Without full-color pages in mail 
order catalogs (and catalogs in gen- 
eral) such form of remote selling 
would be ruinously handicapped. 

e Without colored papers, colored 
inks, colored aids to direct mail and 


all forms of printed advertising, this 
big sector of the profession might 
well shrink into insignificance. 

How much is color worth? Indeed, 
the value of it is a matter of univer- 
sal acceptance. Perhaps a_ better 
question to ask would be, “How 





About the Author 


Faber Birren is one of the nation’s 
foremost authorities on color. The 
author of 15 books and over 500 arti- 
cles, he has had a wealth of prac- 
tical experience during some 20 
years as a consultant to leading busi- 
ness firms. 

Mr. Birren has devoted extensive 
research to an anlysis of human re- 
actions to color, color trends and 
market acceptance. The material in 
this article was developed primarily 
in his role as consultant to the Ap- 
pleton Coated Paper Co. 
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much would advertising and business 
lose if they didn’t use color?” 


>The above observations may in 
part account for the fact that not a 
great deal of research on the effec- 
tiveness of color in advertising has 
been attempted in recent years. The 
general viewpoint seems to be: Color 
is part and parcel with modern ad- 
vertising; plain black and white be- 
longs to a past generation. In other 
words, the attitude has been re- 
versed. 

Ten years ago when color was not 
so prevalent, the advertiser won- 
dered how much he would gain if 
he used color and if the extra cost 
was justified. Today when color has 
become accepted practice, the ques- 
tion centers around how much would 
be lost without it and if any produc- 
tion savings would not be far offset 
by substantial losses in advertising 
results. 

However, enough studies have 
been made to justify certain con- 
clusions and to quote certain facts. 


>In mail-order selling, for example, 
color will outpull black and white 
anywhere from 6 to 1 to 15 to 1. Cer- 
tain products (textiles, fashions, 
home furnishings) require color and 
are more or less helpless without it. 
To quote one report, “In testing the 
effectiveness of color, a mail-order 
company reproduced an article in 
natural colors for half the run and 
in black and white for the other half. 
The color page pulled 15 times bet- 
ter than the black and white page.” 

Results far more spectacular than 
this have been quoted on occasion. 
However, to forego the phenomenal 
for the average, color in catalog-type 
selling (where the purchaser buys 
direct from the printed page) is 
about 10 times better than black and 
white. Its cost, incidentally, will run 
from 3 to 5 times more. The differ- 
ence, therefore, is profit. 

In space advertising some authori- 
ties such as Daniel Starch have 
quoted a better than 50% advantage 
for color over black and white in 
stimulating returns and inquiries. 
This value is conservative and seems 
to be generally recognized and ac- 
cepted. 


>Here are other case histories and 
data assembled a few years ago by 
the author for his book, “Selling with 
Color.” 

e A publisher writes, “We have esti- 
mated the value of color by setting 
our four-color rate per page at a 
premium of 38.4% over black and 
white.” 

e Another publisher in the business 
field writes, “We have one advertiser 
using eight four-color inserts during 
the year and four black and white 
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ads. We have been told by him that 
one four-color insert produces as 
many inquiries as the total from the 
four black and white ads. We feel 
that it is a safe assumption to say 
that color advertising of this type 
produces 4 to 1 over black and white 
space in our field.” 

eA publisher in the sporting field 
quotes from two similar advertise- 
ments for books, one in black and 
white and one in full color. He states, 
“Our records show that the use of 
color has brought us approximately 
50% greater returns than the black 
and white page.” 

e A New York agency writes, “We 
recently conducted a test of four- 
colors vs. black and white to find, 
in this particular case at least, that 
color produced 44% more returns 
per thousand circulation than black 
and white.” 

eA national advertiser, offering a 
give-away picture, states that full- 
color reproductions drew four times 
as many inquiries as did black and 
white. 

e A maker of farm machinery states, 
“We have had tangible proof of the 
value of color. Our inquiries are 
about three times greater than with 
black and white advertisements. To- 
day we use color wherever we can 
get it, even in our advertisements to 
dealers, and our cost per inquiry has 
gone down. Since going to color we 
have spent a smaller percentage of 
our sales for advertising than we had 
spent formerly.” 


>In the use of colored paper and 
colored printing inks in direct mail, 
there are countless variables that 
seem to influence results. Here color 
for the mere sake of color may be 
both inadequate and wasteful. 

On the negative side, one manu- 
facturer reported on three tests of 
four-color process against black. He 
states: “In each case where such a 


“That's what I call a tough, hard-finish, 
slick paper!” 


test was made we found that the 
number of orders per 1,000 circulars 
resulting from the color job was 
lower than the number resulting 
from the black and white job.” 

It is perhaps fair to consider such 
tests accurate and to let them serve 
as a caution that color does not al- 
ways wave a magic wand. Too fre- 
quently, the direct-mail advertiser 
uses color carelessly, if not extrava- 
gantly, feeling that for some occult 
reason it will be extremely profit- 
able to him. Just as good copy is 
needed to sell merchandise, so care- 
ful and deliberate attention should 
be paid to layout, typography illus- 
tration—and color. And the more re- 
search is conducted to measure re- 
sults, the more scientific will adver- 
tising become. 
eA paper company in testing the 
relative merits of five different en- 
velope colors (printed with both one- 
color and two-color corner cards) 
found pink to be five times as pro- 
ductive as white. Yellow stock was 
second best, and green stock third. 
e A publisher in testing the relative 
effectiveness of color, in both letter- 
heads and envelopes, worked out a 
series of test pieces featuring the 
primary appeals of white, red, yel- 
low, green, blue. His research con- 
firmed the fact that a combination 
of black and red on white (formerly 
used) was a good one. However, 
certain of his lists gave preference 
to a scheme involving dark blue 
inks on pale blue stock, and he pro- 
fited in consequence. He learned (a) 
that black and red on white pulled 
5% better than black on white, (b) 
that two shades of blue on blue 
pulled 8% better than black on white, 
(c) but that fancier combinations of 
purple and green, and brown and 
orange, were unproductive and were 
less effective than plain black on 
white. 

e Another publisher found that two 
colors on a mailing piece increased 
returns from 10 to 15% over black 
and white; the extra cost was only 
1%. In a similar instance, pink let- 
terheads were 80% better than white. 
Green was second, buff third, and 
blue fourth. 

e In a test of outside envelopes, gol- 
denrod produced 21.42% of orders, 
pink 17.83%, green 17.82%, white 
17.29%, kraft 15.89%. The old enve- 
lope previously used (color not 
stated) produced 9.75%. 

e Return envelopes were similarly 
tested by a publisher among some 
100,000 prospects. The result was 
26.2% for pink, 26.1% for blue, 25.1% 
for yellow, 22.6% for green. Another 
company found goldenrod best, pink 
second, and green third. 

eA milling company, testing re- 
turn cards, found cherry red brought 





the NEW as NOW 


TR LLG advertising colors 


Hyled ty: American Color Trends of New York 


Here are scientifically forecasted color favorites in paper created 
for every advertising need. The researched and tested coming 
colors — as recommended by American Color Trends — are yours 


exclusively in these Appleton Coated papers. 


For Advertising: 
(High Gloss) 
Woodbine Colored Enamel 
Woodbine Duplex Enamel 
Woodbine Coated Cover 
Woodbine Duplex Bristol 


(Dull finish) 
Polychrome Coated Book 
Dullchrome Duplex Book 
Mellochrome Post Card 


Labeling: 
Appleton Label Plate 


Permakolor Litho Label 


Display and Cover: 
Appleton Tough Check 


These Appleton Coated papers in the new colors will bring 
a distinct, timely and unique plus value to all printed 


pieces .. . whether produced by offset or letterpress. 


Samples of any of the above papers will be gladly sent on request. 


THE APPLETON COATED PAPER COMPANY 
APPLETON, WISCONSIN 
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advertising 
essentials 
show 


november 15, 16, 17, 1954 
hotel biltmore 
new york city 


the newest in 


Displays - Graphic Arts 
Packaging - Visual Aids - Signs 
Photography - Premiums 

Films - Art - Paper and 

Allied Products and Services 


OVER 9,700 ATTENDED LAST SHOW! 
write on business letterhead for 
guest tickets or exhibitors 
information 


advertising trades institute, inc. 
THOMAS B. NOBLE, chairman 


270 park avenue, new york 17 
murray hill 8-0091 


next SALES AIDS SHOW also at 
hotel biltmore, may 23, 24, 25, 1955 
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TIPS by noted 
expert for the 


Production Man 


Kenneth Butler is nationally recog- 
nized as an outstanding authority on 
all matters concerning production. His 
weekly articles in Advertising Age 
have been so widely praised that we’ve 
made a valuable Handbook of the best 
of them. For a mere $3 you may have it 
FREE ... with a whole year—52 issues 
—of The National Newspaper of Mar- 
keting. 


Free—TIPS Handbook 


Mail the coupon 
below for quick 
action. We'll bill 
you later if you 
like. You must 
be satisfied—or 
your money 


back. 


c 

| Advertising Age 
200 E. Illinois St. 

| Chicago 11, Illinois 


Please enter my l-year (52 issues) sub- | 
| scription at your regular $3 price with a 
money-back guarantee of satisfaction, and | 
| send to me free and postpaid Kenneth But- 
ler’s helpful handbook, TIPS FOR THE | 
PRODUCTION MAN. | 


icant | 
— | 
ini 


a ee 


Business___ 


Home [] 
| Firm . Address. 


| Gino. a 
aa 


[) Bill Firm {Bill Me | 
' 
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in 50.6% of orders, blue 32.7%, and 
white 16.7%. An insurance company 
found bright blue ink on white stock 
best for application cards. Order 
blanks with orange borders were 
better than combinations of other 
colors. 

e An organization selling an invest- 
ment service found that a blue reply 
card pulled 1.64% against 1.57% for 
buff, 1.55% for rose, 1.51% for green, 
and 1.50% for a government card. A 
manufacturer of electrical equip- 
ment found a cherry red card to 
be best, green second, and orange 
third. So-called c.o.d. cards in color 
have also been found superior to 
stamped government post cards. 


>Color in advertising has no great 
intrinsic value. Unless used with 
good purpose, and unless the colors 
chosen are what the public likes, a 
great amount of effort and expense 
may be wasted. 

In consumer goods, for example, 
right colors are profitable, while 
wrong colors are not. In paints a 
bright green will outsell a dark 
brown 20 to 1. In wallpapers, pale 
gray and pale green will actually 
outsell yellow 4 to 1 and maroon 12 
to 1. In simple housewares, flame 
red will outsell dark blue 16 to 1— 
while a very poor color such as 
purple may not sell at all or at a 
hopeless ratio of 100 to 1 against 
flame red. 

Business men know this and spend 
big sums on research in an effort to 
measure consumer preferences and 
color trends. Huge profits—as well 
as huge losses—are involved in the 
merchandising of color. Here all per- 
sonal feelings must be set aside for 
the hard facts of actual demand. 
“Beautiful colors are the ones that 
sell; ugly colors are the ones that 
don’t.” 

Yet in the field of advertising too 
much emphasis has been placed on 
mere color (any and all) and too 
little on a reasonable discrimina- 
tion. There is no question but that 
the same good colors that sell in 
merchandise will be the same good 
colors that will make the most ef- 
fective advertisements. Conversely, 
the “duds” in retail products may be 
equally negative in a magazine page, 
a package, a piece of direct mail. 
Why not? In both instances the same 
public is involved. And strong emo- 
tional predilections regarding paints 
or wallpapers or plastics will be 
equally held toward any form of ad- 
vertising. 


>A comprehensive and interesting 
job of research has recently been 
undertaken by the Appleton Coated 
Paper Co., producers of a very com- 
plete line of colored enamel, book, 


America’s Favorite Dozen 

Here is order of preference ( with 
sale percentages) for a new line 
of interior paints. The selection is 
unusual in that all former traditions 
were set aside. This wholly new set 
of style colors was chosen through 
extensive consumer polls and retail 
sales tests. 

. Flamingo (Flame) Red, 13.0% 
2. Lemon Yellow, 10.0% 

. Pearl Gray, 9.8% 

. Emerald Green, 9.1% 

. Light Green, 8.6% 

. Turquoise Blue, 8.6% 

. Bright Pink, 8.6% 

. Light Blue, 8.0% 

. Soft Ivory, 7.4% 

. Rich Tan, 6.5% 

. Lime Green, 6.4% 

. Burgundy Red, 4.0% 


cover, label and card stocks in quite 
an impressive array of soft and vivid 
hues. How do the color preferences 
of business men, advertisers, agen- 
cies, printers, lithographers, package 
designers and the like compare with 
color performance in consumer 
goods? Is there any connection—and 
should there be? 

Colored papers used in advertis- 
ing have some reasons to differ from 
consumer goods. One of these, of 
course, is the fact that they generally 
carry a printed message and thus 
must serve as effective backgrounds 
for the legible display of type. Yet 
the colors most wanted in coated 
stocks used for advertising ought to 
agree pretty much with color de- 
mand in other products. 

Such a relationship does exist. 
Here is a comparison between one 
of the largest selling decorative en- 
amels in America and a line of coated 
bristol (tough check). With both 
products the two manufacturers, 
through many years of trial and ex- 
periment, have both settled upon 
color ranges which assure the great- 
est possible volume—one among cus- 
tomers who buy cans of paint in re- 
tail stores, the other among adver- 
tisers and printers who buy colored 
stock to feature sales messages. 


Order of 
demand 


Colored 


Coated 
Bristol 


Yellow 
Yellow Orange 
Bright Green _ Bright Green 
Red Red 

Pale Gray Bright Blue 
Bright Blue Pink 

Pink Buff 

Deep Green 

Deep Blue 

Brown 


1 Ivory 


COON OUS WH 


— 


The comparison is rather strik- 
ing. Five of the best colors are al- 
most identical (yellow, bright green, 
red, bright blue, pink). The ivory in 





enamel corresponds to the buff in 
coated bristol. The only singular col- 
ors are gray in enamel and orange 


) ‘ ~ ‘ 
in coated bristol. Matcl 1ed | IUSTNeSS static Mery 


> Here is order of demand for three 
further lines of Appleton stocks: 


gets more attention, too! 


Order of Colored Coated Litho 


demand Enamel = Cover Label To prompt action is one important job of 
India India Canary 


your business correspondence. A well execut- 
Pale Green oe rr ed design carried throughout all your business 
Canary oenrod Bu stationery will help attract attention and also 
Goldenrod Canary Bright Green 7 : : 
Pela tee fale Bie | Grenne : goes a long way toward creating the desired 
Orange Ivory Red a impression in all of your correspondence that 
Ivory Fawn(peach) Bright Blue your company is well organized, alert, and 
Fawn(peach) efficient. 
Pink 
Bright Green 


, Of equal importance is the quality of paper 
With the exception of such colors 


used. You'll find Gilbert offers a complete 
as india, ivory, buff—which are tra- line of tub-sized, air-dried new cotton fibre 
ditional off-white stocks in the print- content papers unsurpassed in appearance, 
ing industry and widely used to dis- strength, color, and finish for every business 
play black or dark type matter— stationery use. Ask your supplier. 

the colors bear comparison with lit- 
erally dozens of successful hues 
found in paints, textiles, plastics, ce- 
ramics across America. (The one 
exception is orange, which sells bet- 
ter in colored paper to advertisers 
than it does in consumer goods to the 
retail public.) 


rf ‘ & 

>The sales facts just quoted refer . [+ _ 

to volume acceptance for color and .y i eR i é Pp Se E t 
to stable values that have persisted 
over the years. These colors have Bond Papers 
been screened by the manufacturer 
from almost countless other shades— 
such as purple—which have been 
tried and found wanting. If any- 
thing, frankly, they are convention- 
al. They are the sure colors, the re- 
liable standbys. As such they deserve 
retention, for regardless of their 
conventionality they have struck 
human fancy, produced results and 
paid profits. 

However, even the most durable 
and permanent of best sellers must 
meet the competition of changing 
trends. Because coated stocks re- 
flect color preferences in consumer 
goods, they too need a certain mea- 
sure of high styling if, when used 
in advertising, they are to echo the 
heart’s desire of the American pub- 
lic. 

Appleton’s color research project 
has found the new prodigies of the 
day—the modern colors that have 
climbed to the top rungs of populari- 
ty. What are they? 

Advertisers and printers will be | Gilbert Bond 
seeing them one of these days: flame 25% now coinen Shed 
red (a vivid hue bordering on ver- Resource Bond Radiance Bond 
million), lemon yellow, pink, tur- 50% new cotton fibre 75% new cotton fibre 
quoise and aqua blue, brilliant lime 
green—better and more dynamic 
tints of green, blue, flesh, gray—each 
checked and double-checked against 
the current desires of the nation. 

Obviously, modern advertising, 
printing, packaging should hold the 
same glamor and color excitement of 


Lancaster Bond 
100% new cotton fibre 
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consumer products found in today’s 
markets. Where this is done color 
can become an even stronger and 
more profitable force in business and 
merchandising. 44 


Esleeck Booklet Shows 
Thin Printing Papers 


A new specimen booklet showing 
various thin papers is available from 
Esleeck Mfg. Co. (Turners Falls, 
Mass.). Featured are a variety of 
onion skin, manifold and other light- 
weight papers. In addition to paper 
samples, the booklet contains several 
samples of jobs printed on the papers. 

Featured are: 

e Fidelity Onion Skin .. . a substance 
9, 100% new rag content stock avail- 
able in white, blue, canary, cherry, 
green, tuscan and goldenrod. White 
is available in cockle, glazed and 
smooth finishes; colors in cockle and 
smooth finishes. 

e Superior Manifold . . . a substance 
8, 25% new rag content stock avail- 
able in white and six colors, cockle 
and smooth finishes. Colors are blue, 
canary, cherry, green, tuscan and 
goldenrod. 

e Clearcopy Onion Skin .. . a sub- 
stance 9, 25% new rag content stock 
available in white only in cockle, 
glazed and smooth finishes. 


For your copy circle No. 147 on the 
Reader’s Service Card inside back cover 


Six New Colors Added 


To Mimeo Paper Line 


Six new colors have been added to 
Groveton Papers Co. (Portland, Me.) 
mimeograph paper line. The com- 
pany is now producing its 20 lb. 
Triad mimeo in russet, lilac, Nile 
green, salmon, gray and cherry in 
addition to its standard white. The 
new colors are currently available 
from Groveton distributors. 44 


Three Swatch Books 
Show Coated Papers 


Samples of three grades of coated 
papers are being offered in swatch 
books by Champion-International Co. 
(Lawrence, Mass.). The 6x9” swatch 
books include descriptions of the 
properties of the three papers and a 
table of mill stock. 

One of the papers, Cico-Flex, the 
company’s No. 2 grade, is a folding 
enamel. It is designed for extra- 
heavy handling, with casein used as 
the main ingredient in the coating 
adhesive. Designed for letterpress 
printing, the paper reportedly lends 
itself well to printing with metallic 
and gloss inks as well as varnish. 
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(BAMPION. 
INTERNATIONAL eo 


Coated Paper Samples . . . These swatch 
books show samples of three grades of 
Champion-International coated papers. 


Cico-print is a high grade con- 
version-coated sheet, also designed 
for letterpress. Cico-Duoset is the 
company’s new grade of offset en- 
amel. This paper is double-coated 
and reportedly works well on the 
press. According to Champion, the 
paper is low in cost. 


For your copy circle No. 148 on the 
Reader’s Service Card inside back cover. 


Linton Distributes New 
Book of Bristol Samples 


Showing its complete bristol line, 
Linton Bros. & Co.’s (Fitchburg, 
Mass.) new sample book provides an 
array of miscellaneous tips on paper 
buying in a particularly handy form. 

The book is the fourth sample book 
Linton has issued showing its bris- 
tol stock. This edition is a spiral- 
bound portfolio that opens up to 
show 13 different types of bristol 
available from Linton. Each type, 
such as, for example, Accountants 
Index, is shown in all available 
weights and colors. With each of 
the samples, is a listing of the weight, 
order number and color identifica- 
tion. The samples are bound into the 
book with spirals for easy flipping. 

The pages and cover of the book 
are Linton’s Whitag, a heavy, card- 
board-like stock. Each page is easy 
to turn to because of the heavy stock 
and the oversize tab index system 
used throughout. 

One page in the book is devoted 
to suggesting which bristol would be 
suited for printing line-cuts and 
halftones letterpress, for offset and 
gravure printing. The book also sug- 
gests types of bristol best adapted 
to special treatments such as em- 
bossing, folding and scoring, var- 
nishing and laminating, liquid proc- 
ess duplicating and silk screen print- 
ing. A handy chart shows all the 


types of bristol and the type of proc- 
esses for which each is best suited. 
Other information included in the 
sample book is a list of distributors 
across the country, and the available 
sizes, tolerances, finishes, etc., of 
each of the samples presented. Copies 
of the book are available from Lin- 
ton distributors. 44 


Stoneridge Folder Uses 
Screen Process Printing 


A unique paper specimen folder 
has been developed by Curtis Paper 
Co. (Newark, Del.) to demonstrate 
the qualities of its Stoneridge stock 
for screen process printing. The fold- 
er is completely printed by screen 
process in four colors—red, black, 
gray and white. 

The cover shows a silk screen il- 
lustration printed in gray on white 
stock. This same illustration is re- 
peated in white on adjoining strips 
of red, blue, gray, copper and green 
Stoneridge, which are folded into the 
center of the folder. 

Stoneridge has a quality texture 
with a delicate felt finish. It is par- 
ticularly useful for booklet and cat- 
alog covers, folders, presentations, 
announcements, index dividers, menu 
covers, etc. In addition to the colors 
sampled in the folder strips, it is 
available in white and ivory and is 
made in a wide range of weights and 
sizes. It is available in both text and 
cover stocks. 


For your copy circle No. 149 on the 
Reader’s Service Card inside back cover. 


Sample Chart . . . Coating Products (En- 
glewood, N. J.) has issued this revised and 
expanded color chart of its metallic plas- 
tic, Mirro-Brite. The chart contains actual 
sample strips of the various materials, 
which include cellulose, acetate, polysty- 
rene and butyrate films. Shown in the 
chart are 20 metallic colors, 10 chalk col- 
ors, two iridescent finishes, four embossed 
patterns and examples of printed acetate 
and metallic printing. 


For your copy circle No. 150 on the 
Reader's Service Card inside back cover 





With the growth of tv as a major 
advertising medium has come a 
whole new set of terms which must 
be added to the general lexicon of 
advertising. Many of the “new” 
words and phrases are actually part 
of the well-established terminology 
of the motion picture industry, while 
others are being developed almost 
daily. 

When one of the executives of the 
Leo Burnett Co. (Chicago), an au- 
thority on printed media, found him- 
self “as confused as a concertmaster 
at the Bobsters’ Ball” by all the tv 
trade terms used during planning 
sessions of a new network show, the 
agency decided something should be 
done about the situation. The result 
was a handy 16-page booklet, “Glos- 
sary of TV Terms,” defining 140 of 
the most commonly used terms. 

The booklet was prepared by Gil 
McClelland and other members of 
the Leo Burnett broadcasting de- 
partment staff. AR has received spe- 
cial permission to reproduce the 
glossary. 


Glossary of TV Terms 
AD... Assistant director. 


AFM... American Federation of Mu- 
sicians. James C. Petrillo is leader. 


AFTRA...American Federation of 
Television and Radio Artists. 


RADIO & TV PRODUCTION 


The often confusing language of television 
is rapidly becoming part of the general lexicon 
of advertising. To help speed an understanding 

of tv, Leo Burnett Co. prepared a helpful 


Air Check... Recording of program 
while it’s being broadcast so it may 
be reviewed and critically appraised 
later. 


AM...Amplitude modulation. Fre- 
quently used to mean radio rather 
than tv. Also to distinguish from fm. 


Animation... Film made from ser- 
ies of cartoon-like drawings or from 
series of photos which, when photo- 
graphed in sequence, gives illusion 
of live action movement. 


Answer Print... Film print for re- 
view before release prints are or- 


dered. 


ASCAP...American Society of Com- 
posers, Authors, and Publishers. 


Background —Rear Projection . . . 
Scene projected on a_ translucent 
screen which acts a background 
for a studio set. Frequently move- 
ment is shown—ocean waves, auto 
traffic, etc. 


Balops—Telops... Opaque slides, 
photo prints for tv projection through 
special type of projector as opposed 


dictionary for its personnel. 


to visuals, flip cards used directly 
“on camera.” 


Bicycle ... To ship film or transcrip- 
tions from one station to another for 
scheduled broadcasts. 


Billboard ... Announcement shown 
at the beginning of a tv show. 


Blooping . . . Blotting out sound from 
film sound track. Accomplished in 
various ways, by printing or inking 
over, by tape, etc. 


BMI... Broadcast Music Inc. 


Boom — Mike Boom... Microphone 
suspended from long telescoping arm. 


Break—Station Break—l. D....An- 
nouncement or showing of station’s 
call letters. 


Bridge... Transition used between 
episodes or scenes. 


Bridge Music... Transition music. 


Burn... After image left in camera 
after focusing on bright object. 


B & W...Black and white. As op- 


posed to color. 


Cable Man... Attends to cables in 
tv studio. Usually stationed behind 
camera to clear the heavy wires from 
the camera’s path. 
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Camera Chain... A television cam- 
era and the necessary electronic 
equipment to deliver a picture for 
telecasting. Tv camera types: tripod, 
dolly, pedestal, fearless, monster, 
boom. 


JN THE CAN 


Can—in the Can... During or after 
shooting of a film job what’s been 
completed is said to be “in the can.” 


Chain Break—Station Break... An- 
nouncement in the interval between 
programs. 


Closed Circuit... Production not re- 
leased over the air but transmitted 
by wire from studio to receivers in 
other cities. 


Coaxial Cable... Used for trans- 
mission of tv signals. 


Commercial... Thecommercial 
script or copy, containing the adver- 
tising message. 


CommER CIAL SET 


Commercial Set...The studio set 
where the commercial is produced. 


Composite ... Film with picture and 
sound. Master composite—Approved 
composite, usually the negative from 
which prints are made. 


Contiguous Time—Contiguous Rates 
... Relates to adjacent time periods 
bought as a unit. 


Copy Platform... Product theme. 
Detailed study of product or service 
for guidance of copy writers, etc. 


Cowcatcher... Isolated commercial 
announcement at the start of a show. 


Crawl — Creeping Title — Credit 
Crawl—Copy Crawl... Titles, cred- 
its, etc., shown moving up from the 
base of screen regularly at reading 
pace to disappear at top. Photo- 
graphed or picked up by camera fo- 
cusing on revolving title drum. 


Credits ... Commercial credits, com- 


mercial announcements, also ac- 
knowledgement of sources and own- 
ership of material; also as in credit 
title, credit crawl, the names of tal- 
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ent, technicians, production person- 
nel, etc. 


Cue...A signal by sight or sound 
for the start of program, music, 
speech, narration, action, etc. 


Cuts—Cutting ... Words having va- 
riety of meanings in tv, film and 
radio parlance. Cut, in a tv studio, 
means an immediate change from 
one camera to another and inter- 
cutting means switching back and 
forth from one camera to another as 
during a drama to record facial ex- 
pressions of two or more performers; 
a cut-in can be an insert or flash-on 
of a message or artwork. In filming, 


cut is a command to cease all action; | 


cutting means editing film, the cut- 
ting room is where it’s done. Cut- 
outs, overs, out-takes or deleted 
film. Cut back is to return to some- 
thing previously shown. Cuts are 
deletions from scripts or from musi- 
cal numbers, and provisional cuts 
are possible deletions agreed upon 
during rehearsal which may or may 
not be used depending on the exi- 
gencies of actual on-the-air per- 
formance. 


Cyan... Blue. 
DB... Delayed broadcast. 


Dissolve—Lap Dissolve... Relative- 
ly rapid overlap of one picture over 
another. A fade is more leisurely, 
going to black between pictures. 


Documentary ... Type of non-fiction 
program using factual material, ac- 
tual or reconstructed, usually having 
historical or sociological theme or 
reference. 


Dolly In — Dolly Out...Camera 
mounted on wheels moves closer to 
or further away from subject. 


Dry Run... Rehearsal. In tv without 
camera; in radio without mikes. 


Dubbing ... Copying, re-recording. 
Dubbing in—Inserting recorded ma- 
terial. 


Dupe Negative...A copied nega- 
tive. Not the original negative. 


ET ... Electrical transcription. 


Facilities—Fax ...Tv and radio sta- 
tions; relating to use of tv network 
or station studio equipment—camer- 
as, projectors, etc. 


Feed —Pipe...To transmit a pro- 
gram via coaxial cable, micro-wave 
relay, telephone circuits, etc., for 
broadcast. 


FCC... Federal Communications 
Commission. 


Fine Grain ... A negative or positive 
print of film, usually both picture 
and sound, made on special stock 
which has fine reproduction qualities 
but with disadvantage of more rapid 
deterioration. 


Flash On... Instantaneous superim- 
position of message or artwork. An 
insert. 


Flats — Borders — Tormentors .. . 
Scenery. 


Flip ...To change camera lens; to 
rack over. Flips—special film effect. 


Flip Cards...Signs, artwork, pho- 
tos, visuals for direct pick-up by tv 
camera. Frequently in ring binder 
so that they drop into fixed position. 
Balops, telops, slides are picked up 
through special types of projectors. 


Floor Manager... Official on the 
floor of the studio who, under the 
director in the control room, super- 
vises production while a tv program 
is on the air. He receives orders by 
head set or head phone. 


FLUTTER 


Flutter... Unsteady images. 


Fly It... Scenery capable of suspen- 
sion above the stage when not in use. 


FM...Frequency modulation. In 
radio, a method of transmission ba- 
sically different from standard am— 
amplitude modulation—broadcasting. 
In tv, the audio portion of the tv sig- 
nal. 


Footage .. . Film is measured in feet, 
hence footage means film; 35mm film 
runs at rate of 90’ per minute; 16mm 
at 36. There are 1,440 frames per 
minute. 


Follow — Follow Focus— Follow Shot 
... Keeping camera focused on mov- 
ing object. 





Frame ...Single picture in motion 
picture footage. Split frame—Several 
actions on same frame. To frame— 
To center image within prescribed 
area. 


Freeze Frame—End Hold ... Repeti- 
tion of final frame or scene on film. 
This allows for overlap with suc- 
ceeding action and/or leeway where 
splices can be made without loss of 
action. 


Fuzzy...An image is fuzzy when 
camera is out of focus. Soft images 
are usually due to faulty film lab 
work. 


Glossy ...Shiny photo finish. Op- 
posed to mat or matte finish. 


Halation ... Halo spread of the light 
from parts of the image due to re- 
flection of light. 


Hiatus — Summer Hiatus... Lay-off 
period. Typically 8-13 weeks. 


Hitch Hike—HH .. . Isolated commer- 
cial announcement at end of pro- 
gram. 


Horse Opera... Western program, 
movie. 


ID — Identification — Station ID .. . 
Announcement and/or showing of 
station call letters. Film ID—An- 
nouncement that program is on film. 


Integration — Integrated Commer- 
cial... A commercial message is said 
to be integrated when it is worked 
into the fabric of the program so as 
to maintain the interest and atten- 
tion of the audience. Varying de- 
grees of integration are spoken of— 
completely integrated, closely inte- 
grated, partially integrated, etc. 


Interlock ... Assembly — assembly of 
picture film and sound films. 


lris—Iris In—Iris Out...One of the 
most used special effects, a transi- 
tional optical from one scene to an- 
other in the form of a circle, starting 
at center and getting larger. Or the 
reverse. 


Kine (pronounced “kinny’’) — Kine- 
scope Recording... Film record of 
actual telecast program. Hot kine- 
Film of tv program processed imme- 
diately for immediate rebroadcast. 
In the interest of speed the negative 


is used. Tv engineers can produce a 
positive image electronically by re- 
versing polarity. 


Leader .. . Blank film attached at be- 
ginning of reel. Academy is a leader 
with numbers, focal pattern and oth- 
er information printed or perforated 
on it, as standardized by Academy 
of Motion Picture Arts & Sciences. 


Lip Syne (pronounced “lip sink”)... 
Synchronization of lip movements 
with spoken words. Out of sync— 
Means improper synchronization of 
sound and action. 


Live (pronounced with long I)... 
Actual performance by live persons 
broadcast at the moment of perform- 
ance. A live station therefore, is one 
which receives and broadcasts the 
live program. A non-live station 
would be one which delays or plays 
back or records and repeats (R & R) 
or is provided with a kine or a hot 
kine or a film and does not present 
the program at the live time. (If a 
network program is on record or film 
and this is fed over the network lines 
the stations carrying the program 
are referred to as live stations be- 
cause they are taking the program 
off the lines just as if it were actually 
live. They are said to be taking the 
live feed of the recorded or filmed 
program.) 


Location... Any place other than 
studio used for movie making. 


Logo — Logotype... Usually trade- 
mark. Often a company or product 
name standardized in one piece of 
type—as “Kellogg’s,” the IH symbol, 
etc. 


Magenta...A shade of red—pur- 
plish red. 


Match Dissolve —Cross Fade ... 
Overlap from one scene to another 
where different objects are in iden- 
tical positions to create illusion of 
one subject, or to effect a smoother 
dramatic transition. 


Media... Plural of medium. An ad- 
vertising medium is anything that 
can be used for advertising—tv, ra- 
dio, magazines, newspapers, outdoor 
signs, car cards, etc. 


Monitor... To listen to or watch a 
radio or tv program. In radio and tv 
studios, the receiving sets which are 
connected directly to the circuits are 
called monitors. 





PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base £-2 FRISKET 


Given up on prepared frisket products? 
Here’s one that really 

works! New E-Z Frisket is 

made with a rubber base 
adhesive «that adheres to 
photographs or drawings 

and comes off clean. Use 

it on retouched areas 

without worry — leave it 

on. for long periods with- 

out injuring your copy. It 

comes to you ready for 
use—the adhesive is al- 

ready on the back. Only 

genuine €-Z Frisket has 

the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 

— write for free sample. 

No. 133—24” x 5 yds. $4.00 roli 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


. for more details circle 174, page 111 


Typographer Acclaims AR 


“AR now our sole advertising me- 
dium .. . had great response from 


every ad ... thank you for excel- 


” 


lent sales job . . .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 


ad AO aD Lt 
TO QUALITY 


Sasa 
IVR 


Our studios produce spots that 

=» SELL! Our fresh clever approaches 

UT hold radio audiences. We make 

quality recordings . . . at amazingly 

low prices. Send us details today for 
a free estimate! 


Advertising 


AGENCY, INC, 
COLUMBIA, MISSOURI 


. for more details circle 173, page 111 
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Montage... Combination of several 
pictures into one. 


Moviola...Small film viewer for 
checking and editing movie film. 


Opticals ...See special effects. 


OAESCALE 


Over-Scale ... Pay in excess of min- 
imum provided by union agreements. 


Package... Program purchased as a 
unit, complete in itself. 


Pan—Panning (from panorama)... 
Gradual swinging of camera to right 
or left across a scene. Whip is a fast 
pan. 


Pick-Up...A radio or tv program 
originates at one or more pick-up 
points. If this is away from the stu- 
dios, it's a remote pick-up, an out- 
side pick-up, a field pick-up. 


Pilot—Pilot Film ... A sample of pro- 
posed series used for demonstration. 


Pop Off —Pop On... Instantaneous 
deletion of object from or addition of 


object to a scene. Accomplished by 
stopping film, removing or adding 
object, then starting film again. 


Pre-Emption—Recapture . . . Stations 
and networks occasionally cancel an 
advertiser’s program with or without 
notice substituting a one-time spe- 
cial event, speech, etc., that may or 
may not be commercially sponsored, 
considered to be of national or local 
public interest. 


Process Shot... Photography of ac- 
tual people or objects in front of 
projected backgrounds, model sets, 
or drawings. 


Props — Properties... Furnishings, 
articles, etc., used in performance. 


Rebates — Short Rates... Financial 
readjustments because advertiser 
remains on air a different length of 
time than contemplated; a rebate 
also is a credit or refund for program 
interruptions, missed commercials, 
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line failures, equipment failures, pre- 
emptions, re-captures. 


Reduction Print...A 16mm print 
made from a 35mm film. 


Release Print... Film approved for 
release. 


Rep...Sales representative of sta- 
tion, publisher, etc. 


Re-wind (pronounced with long I) 
...To re-wind a reel of film ready 
for showing. 


RIDE GAIN 


Ride Gain...The studio engineer 
must manipulate dials, etc., to keep 
picture quality and/or sound con- 
stantly adjusted for proper trans- 
mission. In tv control room the video 
man and the audio man are engi- 
neers who handle this work—called 
riding gain. 


Roll it...Cue from tv director to 
start filmed portion of program. 
Order given by movie director to 
start camera and sound recording 
equipment. 


SAG ...Screen Actors Guild. Union 
covering persons appearing as actors, 
singers, announcers, etc., both on and 
off camera in filmed production. 
Separate contracts and wage scales 
apply depending on whether produc- 
tion is an advertising commercial or 
a program feature. Typically, adver- 
tising agencies are not involved in 
SAG payment for features except, of 
course, as such payments are in- 
cluded in total program cost. Agen- 
cies are chiefly concerned with SAG 
payments for commercial films. 
There are daily, session, unit and 
use fees: 


® Daily... Payment for a seven- 
hour day’s work by on-camera 
talent. 


® Session... Payment for a two- 
hour recording session by off- 
camera talent. There’s no limit to 
the number of commercials that 
can be produced in daily and ses- 
sion work and these are usually 
paid by the film producer and in- 
cluded in the film production firm’s 
bid and contract for the work. A 
record of this work and payments 
is kept by the advertising agency 
to determine subsequent fees due 
the talent. 


® Unit...A unit is a single film 
commercial and unit fees are due 
all talent, both on and off camera 
for each commercial film—except 
the first one —delivered to the 
agency. No unit fees are due talent 
for the first film delivered because 
the unit fee is the same amount as 
the daily or session fee already 
paid by the film producer and this 
previous payment takes place of a 
first unit payment. (Example: An 
announcer is paid $45 by film pro- 
ducer for a two-hour session. Six 
commercial films are subsequently 
produced using the recording the 
announcer made during the ses- 
sion. The agency owes the an- 
nouncer for the five additional 
commercial films. He receives five 
times $45 or $225 in unit fees.) 


®Use Fees...A complicated 
bookkeeping system establishes 
amounts due talent for broadcast 
use of commercial films. In essence 
the talent earns a fee for each use 
of the commercial. Previous ses- 
sion, and daily unit fees already 
paid are deductible from estab- 
lished use fee. The agency must 
keep the record of use, figure the 
fees called for, issue payment to 
the talent and report the details to 
SAG. 


Scanning ... Electronic analysis of 
tv image in parallel horizontal lines 
traced from left to right in sequence 
top to bottom. 


4 


aD 


SCREEN/NG 


Screening ... Film showing. 


Script ... Manuscript. Shooting script 
—used for filming. 


Scoop... Special type of light used 
in studio. There are also mickey, 
inky, key, back, front lights. 


Simulcast...Program broadcast 
simultaneously on both tv and radio. 


Slide... Usually translucent glass 
slide of 2” square, outside dimen- 
sions, with tape or metal binding for 
tv projection through special type of 
projector. 


Soap Opera — Daytime Serial... A 
dramatic program in serial form. It 
has a plot carry over to whet interest 
in succeeding episodes. 


Sound Displacement ... Difference 
in position on film between picture 
and accompanying sound—on 35mm 
film, sound goes through 20 frames 





ahead of its picture; on 16mm, sound 
is 26 frames ahead. 


SOUNO TRACK 


Sound Track... Portion of film de- 
voted to sound recording. 


Special Effects — Opticals . . . Loose 
movie terms embracing wipes, dis- 
solves, fades, inserts, montages, book 
turns, slide off, flips, turn over, roll 
down, spot off, frames, smoke, rain, 
lightning, sparkle, four images, two 
images, multiple images, explosion, 
spin, triangle, iris, keyhole, heart, 
spade, diamond, spiral, etc. Many of 
these effects are now being done 
electronically using live tv cameras. 


Splice ...To join two pieces of film 
with cement; also the joint itself. 


Sound tape is spliced with a special 
tape. 


Split Screen — Divided Screen... 
Images from two or more tv cameras 
as shown simultaneously, each oc- 
cupying a separate portion of screen. 


Spot... A time period. An announce- 
ment. Spot campaign — Programs or 
announcements bought on individ- 
ually selected stations as opposed to 
a network campaign. 


Stats ... Photostats— produced by 
quick, relatively inexpensive method 
of photo reproduction. 


Stop Motion... Puppets, dolls, ob- 
jects of all sorts, made to move in a 
filmed show by a succession of still 
photos. For instance, the marching 
cigarettes. 


Stock Show ... Film taken from film 
library. 


Story Board...Drawings used to 
show sequence of a tv idea. Usually 
with accompanying script. 


Super... To superimpose. 


System —Go To System...Cue at 
conclusion of a program telling all 
hands to cut studio out of service. 


Take...A take is a single shot or 
scene. 


Take One, Take Two, etc. ... In tv, a 
command to switch from one camera 
to another. In movies, the numbering 


system of film shooting—as “Scene 2, 
Take 2.” 


Take Five... To take a five-minute 
break during rehearsal. 


Tape...In radio broadcasting to 
tape is to record on a tape recorder. 


After use, it can be wiped, erased, 
fer reuse. 


TD ... Technical director. Engineer in 
tv studio control room who manipu- 
lates controls for camera switching 
on cue or signal from director. 


Teleprompter ... Electrically op- 
erated device which permits person 
on camera to read his lines or speech 
from the machine’s continuous, roll- 
ing strip of paper. Placards, signs, 
typed scripts, etc., are stuck about in 
various spots, or placed on floor to 
jog performers’ memories, etc. Some- 
times called idiot cards. 


Trailer...Short movie film usually 
advertising a future attraction. Pro- 
motion trailer is short film usually to 
publicize tv station’s programs and 
activities. 


Truck—Trucking Shot... Moving the 
camera along a line of subjects. 


LEMP TACRET 


Turret—Lens Turret...Camera lens 
mounting for rapid change of lens. 


UHF—VHF... Until 1952 all tv sta- 
tions and home tv sets were engi- 
neered for very high frequency — 
channels 2-13. Since then many 
newer stations have begun operating 
on ultra high frequency — channels 
14-74. In areas where vhf was well 
established before advent of uhf, a 
great many home receivers have not 
been adapted to pick up uhf stations. 


Video...Tv picture portion as op- 
posed to audio or sound portion. 


oy _ 


KL é 
VINV LITE 


Vinylites—Acetates ... Types of ma- 
terial used in radio recordings, discs 
or platters. Hence the recordings 
themselves. (Soft cuts in Canada.) 


Visual ...Sometimes refers to sign, 
drawing, photo, flip card, for direct 
pickup by tv camera. 


Wipe — Completed Wi pe — Reverse 
Wipe ...See special effects. 


Work Print — Scratch Print... Film 
print for cutting and editing. 


Zoo Gets Champ’s Chimp 


The Cincinnati Zoo has a new 
boarder—"’Showpan,” a chimpanzee 
won by 14-year-old Carl Schapp- 
acher in a “Name the Chimp” con- 
test conducted by WLW-T (Cincin- 
nati) for Tom Collins Jr., a soft-drink 
sponsor. Carl submitted the winning 
name and reluctantly turned ‘’Show- 
pan” over to the zoo. 

Interest in the contest was built up 
by means of a series of bogus tele- 
grams announcing the arrival of 
Mr. X, a “world traveler.” Each day 
a wire was received at WLW-T from 
a different place, starting with the 
African West Coast, then Rome, 
Paris, London, Newfoundland and 
finally New York. 

The chimp finally arrived in a 
long, black limousine, complete with 
motorcycle escort, in view of the tv 
cameras during the ‘Walter Phillips 
Show.” The trained two-year-old 
chimp then made his tv debut and 
the contest was announced. 

Entrants were permitted to submit 
as many names as they desired but 
each entry had to be accompanied 
by a Tom Collins Jr. bottle cap. One 
hundred other prizes were awarded. 


Zoom... Continuous change of focus. 
As when object starts small and 
zooms into full screen view. 


Zoomar Lens... Costly lens permit- 
ting rapid and smooth zoom. Ex- 
tremely effective for outdoor specta- 
cles, as when ball carrier is brought 
into full screen view. 44 


AFM Issues Interpretation 


Of Transcription Agreement 

Phil Davis 
Inc., New York, producers of radio 
and transcriptions, has received an 
official and specific interpretation of 
the new American Federation of 


Musical Enterprises 


Musicians Electrical Transcription 
Agreement that went into effect 
Aug. 1, 1954, regarding trust fund 
payments for recorded radio musical 
commercials containing instrument- 
al music. 

The decision given to the Davis 
organization authorizes the editing 
of announcer copy before and after 
a jingle to make changes in the com- 
mercial message without requiring 
additional trust fund payment, as 
long as no change is made in the mu- 
sical portion or jingle as originally 
recorded. However, when changes 
are made in the music or lyrics an 
additional payment of $100 for each 
new version must be made to the 
Music Performance Trust Fund. 44 
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A goldfish bowl, a woolly lamb and 
a silky blond were the ingredients. 
Add a bit of montage and some slick 
retouching and a dramatic photo- 
graph was created. This one eye- 
catcher became the theme-setter for 
Leon A. Bauling Co.’s (New York) 
campaign to introduce a new wash- 
able woolen fabric. 
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The new material, Marine Wash- 
able Wool Flannel, a blend of 85% 
wool and 15% nylon, was launched 
by Bauling last fall. 

With one imaginative photo, the 
company was able to conjure up the 
idea of washable wool and implant it 
dynamically in the minds of its ad 
readers. The company’s name and 


Marine Washable Wool Flannel be- 
came identified with the unforget- 


table picture of the girl in the gold- 
fish bowl. 


> The photograph showed an attrac- 
tive blond, dressed in an outfit made 
of Marine wool, standing in a gold- 
fish bowl. The model heid a little toy 
lamb on a leash. This unusual illus- 
tration was accomplished by taking 
two photographs. The first was of the 
model, holding the lamb by the 
leash, posed against a white back- 
ground. 

Then a separate shot was made of 
a goldfish bowl on a stand. A sil- 
houette of the model’s photograph 
was made. Next the silhouetted neg- 
ative of the model and the negative 
of the fish bowl were combined. 

A print of the combined negatives 
was developed, producing the mon- 
tage picture. Certain areas around 
the model’s feet and arms were then 
retouched to “place” the figure in- 
side the bowl. Later the bowl’s stand 
was cropped off, and just the bowl 
itself and the model were reproduced 
in the ads. 


> The photograph highlighted all the 
company’s advertising to introduce 
the new fabric. It appeared in Mod- 
ern Miss magazine. There, the sides 
of the bowl were cut off to allow as 
large as possible a picture to be 
reproduced in the magazine’s col- 
umns. A blow-up of this ad was used 
on window display materials offered 
to retail stores. 

Newspaper ad mats sent free to 
retailers also featured the same pho- 
to. This time it was reproduced in 
smaller dimensions without the sides 
of the bowl being dropped. 


>The photograph was given a little 
different treatment in a direct mail 
folder sent to retail stores. The fold- 
er told the story of the fabric to store 
buyers and listed the promotion ma- 
terials, such as newspaper ad mats 
and window displays, available from 
Bauling. 

The folder was printed in a light 
orange, a darker orange and black. 
The two shades of orange ran in 
bands across the cover of the folder. 
A white outline of two goldfish bowls, 
set one on top of the other, was 
formed in the two color bands. The 
original photograph of only the mod- 
el and lamb was placed in the white 
bowls. 

Inside the folder the montage 
photo appeared in a reprint of the 
Modern Miss ad. 

Rockfield-Moss handled the pho- 
tography. Bauling’s agency is the 
Dunay Co. (New York), with Sidney 
Dunay as account executive and 
Karl Sobel, art director. 44 








By Haviland F. Reves 
AR Detroit Correspondent 


Taking a picture is only half the 
story as far as use in advertising and 
publicity is concerned—it is equally 
important to be able to locate it 
when it’s wanted. This is being done 
every working day by General Mo- 
tors Photographic in Detroit, where 
an estimated two million negatives 
are kept on file, constituting one of 
the largest private photographic files 
in industry. 

The essential elements of the GM 
Photographic system may be sum- 
marized as: 

1. Permanent retention of all nega- 
tives in a central file. 

2. Following a carefully controlled 
but simple numbering system. 

3. Careful observance of standards 
in filing procedure and _ physical 
maintenance of the files and contents. 
4. Systematic follow-through to 
maintain an exhaustive cross-refer- 
ence system. 

5. Tie-in of auxiliary working rec- 
ords to assist in locating a specific 
picture or series. 

6. Organizational coordination of all 
photographic activity within a cen- 











ART & PHOTOGRAPHY 


Finding the right picture among 
two million negatives requires plenty of 
organization. Here’s how General Motors does it. 


tral department, with physical facil- 
ities integrated as far as practical. 


>GM Photographic is essentially a 
service organization within the great 
corporation, providing its services to 
each division as needed or to adver- 
tising agencies, art studios, and oc- 
casionally magazines, newspapers or 
press services. The individual, de- 
partment or organization requesting 
a specific picture is known as the 
client, and both terminology and 
procedure follow closely the pattern 
in major segments of the advertising 
field. 

About one-half of the work done 
in GM Photographic is directly or 
indirectly associated with advertis- 
ing and public relations in a broad 
sense. The remainder may be for en- 
gineering, research and other special 
purposes. Indirectly, nearly all the 
work ultimately becomes available 
for public relations purposes, as the 
restrictions on highly confidential 
material during a developmental pe- 
riod may be lifted when the particu- 
lar product is ready for the market. 
Then the photos taken during devel- 
opment may become significant ad- 
vertising tools, showing some phases 


in the history of the car or other 
product from its first inception to its 
public disclosure. 

Earlier photos that were once re- 
stricted may later be made available 
for prestige purposes. The existence 
within the company of a vast classi- 
fied file of negatives makes it pos- 
sible to perhaps plan a specific ad- 
vertising program around the pic- 
tures that may be pulled from the 
file. This is especially true when the 
historic aspect, which is very impor- 
tant in the automotive industry, is 
under consideration—it might be a 
comparison between some features 
of a new model and the car of 1920, 
for instance. 


>The intended and incidental uses 
of the photographic file govern its 
basic organization. The client may 
ask for a specific shot, or a specific 
type of shot to fit his requirements. 
Often the request will come from a 
man in advertising or public rela- 
tions, and be fairly well pinpointed 
toward an idea that might be repre- 
sented in the files—perhaps a 34 view 
of the 1933 product with a model in 
beach costume of that period, or 
a particular part for any year. 
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Chicago 10, Mitinois 
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for OFFSET 
Printing 


You can cut sales 
promotion and 
printing costs with 
top quality offset 
printing. 


The versatility of 
the offset camera 
permits quick, 
low-cost repro- 
duction from 
practically any 
material. 


This kit contains 
actual job somples 
made from a wide 
variety of copy, 
along with an RCS 
price list for 
Black-and-White 
Plano, to handle 
the bulk of your 
printing. 


See for yourself 
how others make 
offset work to good 
advantage. 


Send today for 
your FREE RCS 
Idea Kit! 


Please rush my FREE copy of the OFFSET Idea 


jit 
A 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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The photo file is so organized that 
it is often possible to go to the files 
and pick out the negative wanted, 
make out a job ticket and have the 
desired print made up. This elimi- 
nates the expense and lost time of 
going out to shoot the same view 
again—and often makes it possible to 
use scenes that could no longer be 
shot because street scenes, car mod- 
els and clothing can be so obviously 
dated as to make reconstruction im- 
possible. 

A request for pictures is relayed to 
the girl in charge of the cross index 
file, who spots the numbers of nega- 
tives which seem to meet the re- 
quirements; the list is given to the 
man in charge of the negative file, 
and he is often able to spot the spe- 
cific picture most applicable from his 
own inspection, because of long ex- 
perience in this field. In some cases 
a sizable selection may be brought 
out for inspection by the client. 
Sometimes the latter cannot be spe- 
cific in his requirements—he may be 
just developing an idea—a visit to 
the photo file and examination of the 
pictures of the general type he is 
interested in may help to crystallize 
the direction of the specific promo- 
tional effort. 


> The first rule at GM Photographic 
is never throw away a negative. 
Hence, this is an historical file of 
everything recorded photographical- 
ly for GM for 30 years back—with 
many pictures dating much further 
back, inherited from the days before 
the present organization was formal- 
ized. They include new models, parts, 
sales conventions, employe events, 
personal portraits, etc. 

The only class of exceptions is the 
type of picture taken for research 
and styling sections of the company. 
This work is of a highly confidential 
nature in most instances, and these 
sections prefer to maintain their own 
files accordingly. Such pictures may 
later become a part of the general 
photographic file if released, or 
might be destroyed by the specific 
department concerned. 

Thus virtually nothing is excluded 
from the files—the original intention 
of one picture may be of no interest 
a few months or years later, but it 
may be found to have some unsus- 
pected secondary utility. 


>The separate organization of the 
photographic service is a significant 
advantage in this connection. While 
a view may be taken initially for a 
specific department, it may have 
wider uses in other departments and 
services. A picture may be taken for 
record or other purposes for Pontiac; 
then the advertising agency may 
have a use for the same picture, and 


2,000,000 Negatives .. . This is a small 
section of GM’s files—one of the largest 
private photographic files in industry 


an art studio may want to use it as 
the basis for a color art job. Print 
orders for the same picture may 
come from several places—and a cen- 
trally organized file is essential to 
maintain control without confusion 
and duplication. 

All duplicate photos are culled out 
before filing, right at the start. A 
protective or alternate view is often 
shot on any specific job. In such 
cases, one is selected for the file and 
the alternate discarded. A few pic- 
tures of what are essentially private 
parties with no continuing company 
interest may also be weeded out, but 
pictures of employe parties, for in- 
stance, are usually retained. 


>Control starts when the order 
comes to GM Photographic and an 
order number is assigned. Manifold 
copies of the order, used for process- 
ing, delivery and accounting control 
are beyond the scope of this article. 
A photographic number is assigned 
to each job as it is processed and re- 
corded in a hand-written log book in 
the process control center. The num- 
ber is also placed and suitably dou- 
ble-checked upon each print. 

A typical number today would be 
X21451-24. The suffix number is used 
in all cases to indicate the number of 
the particular negative in the series 
for that specific job—even if only one 
shot is taken, it is given the number 
suffix “1”. Other series, such as those 
on the annual Soap Box Derby, may 
run to several hundred pictures. 

The earlier series numbers went 
up to 99,999 and were then succeeded 
by the X series used today. In an 
earlier period, a system of assigning 
a separate letter for each division of 
the company was used—A for Olds- 
mobile, B for Pontiac, etc. This was 
abandoned after some years, both 
because it was determined that a 
more simplified numerical system 
was preferable for a large filing or- 
ganization like this, and because the 
changing and increasing number of 
models brought out annually by each 
car division presented further prob- 
lems of classification. 





>This system is used for the com- 
mercial pictures—a term which dis- 
tinguishes the miscellaneous views 
of all types from the portrait file, 
which is separately organized. Sep- 
arate and distinctive numbering sys- 
tems, however, are used to distin- 
guish the unusual sized negatives— 
12x20”, 11x14”, and 11x17”, which 
are filed in adjacent oversize cabi- 
nets in the file room. The basic fite 
unit of GM Photographic is the 8x10” 
or 4x5” negative. 

The log book, officially known as 
the crossfile control book, is tran- 
scribed into a typed version, with 
two copies available for easy refer- 
ence. This shows, in successive col- 
umns: 

e Operator ... This is convenient 
to have if someone remembers the 
name of the photographer that took 
a particular picture he is looking for. 
e Order (or requisition) number... 
commonly used as a filing control by 
the client. 

e Date. 

e Client ... This information makes 
it possible to locate a picture taken 
for a particular division, agency or 
other organization with minimum 
searching. 

e Filing information or job descrip- 
tion .. . This shows the size of nega- 
tive, subject of the view and some 
information on the type of the job, 
such as “4x5 publicity views of John 
Doe taking delivery on Corvette.” 

e Negative number . . . Showing the 
assigned series number and_ the 
range of individual negative num- 
bers within that series. In the case 
of a series running several months, 
this may be kept open until the ter- 
mination of the job. 

The data in the log book can be 
used to assist in the location of spe- 
cific pictures in several ways. The 
serial number can be used to tie in 
with a given date by means of a 
tabular key showing the numbers by 
months going back to the beginning 
of the system. The job descriptions 
will assist in locating a picture of a 
given type. 


>Following the entry in the log 
book, the pertinent information is 
entered upon the cross-index file, 
which is the heart of the system. This 
is on 4x6” cards in files containing 
well over 100,000 cards, and an esti- 
mated million entries. Individual 
cards will contain from one to many 
individual entries. 

The basic objective is to cross-file 
the negative under every conceiv- 
able heading, so that it may be read- 
ily found under any subject which 
may be thought of in connection with 
it. Suggested as a typical example 
would be “mother and baby’—prob- 
ably in some relationship to a car. 





ANNOUNCING 


“Authentichrome’” 


full-color photographic prints 


to any exact size 


Outstanding color quality Used for... 
Made from art or transparencies Exhibits 

. ‘ i Displ 
Big prints up to 40” x 60 — 

Sales 

Type strip-ins Presentations 
Speedy one day service Sales Sample Kits 
Unbelievingly low-cost Layouts 


TV Backgrounds 
16” x 20’—$25 30” x 40’—$65 ; 
Test Copy 


Used by every major ad agency in N. Y. C.! 


uthenticolor inc. 


270 PARK AVE., N.Y.C. @ MU 8-4260 
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Your studio for art. advertising...editorial... 
point of purchase...promotional...direct mail... 


62 w. 47th st., new york 36, n. ys Plaza 7-3131 
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ENGRAVING 


SURPRINTS 

BENDAYS 

DROPOUTS 
COMBINATIONS 
SILHOUETTES 

STRIPPING 

SPECIAL EFFECTS 
SET-UPS 

COLOR FILTERING 
(Dropping out second color 
so that black can be used 
as key plate) 


LITHOGRAPHY 


PRESCREENING HALFTONES 
(Pasting in positive to be 

shot as line copy) 

Intricate dropouts and all 

operations listed above 


PHOTOGRAPHY 


SIMPLE SET-UPS 

BLOWUPS 

MOUNTING, EASELING 
PHOTOSTATS 

FILM POSITIVES 

LINE POSITIVES 

FILM HALFTONE POSITIVES 


And you can make graphs 
yourself quickly, easily 
and save the cost of the 
Kit with your first chart 
. without ever touching a pen! 


rranslating information into chart form is the best 
way to sell your story quickly and dramatically 
and NOW—with Chart-Pak—everything you need 
is printed on rolls of tape! You roll on dotted lines, 
bars, figures, dates. You can’t make a costly error 

it can be taken up as quickly as it is put down. The 
average charting time is minutes—the cost—far 
ess than other methods. And you or your secretary 

ott 


A complete kit with twenty-eight 
300” rolls of many patterns and 
colors is only $34.50 


TRADE MARE 


CHART-PAK, INC. 
100 Lincoln Ave. * Stamford, Conn. * Dept. 95H 


[_] Send me o Graphic Kit ot $34.50. Check enclosed. 
|} Send full information on the Chart-Pak Method. 
Nome_ 


Compony_—_____ 
Address_ 


 —_ 
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CUT THESE 
COSTS TO 
THE BONE 


wth MASK-O-NEG 
SCREEN PRINTS 


FOR FREE BOOKLET 
SHOWING HOW — WRITE, WIRE 
OR PHONE: 


MASK-0O-NEG 


157 Spring St., N.Y.C. 12 
CA 6-8440 


Visit our booth at 
Advt. Essentials Show 
Booth #23 
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All the ‘*heads’’ and sample 


Sans se igi ert ad lettered 
Caslon i yEnglish 


any shape any S1ZE 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. ] 4. 


Ve tic 90 tp 


MADISON 1, WISCONSIN 
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This picture would be filed under 
each key word—“mother,” “baby.” 
But changes in terminology and 
usage over the years may create 
some special problems—and the 
cross-filing helps. The term “infant” 
may have been used in an earlier 
year, and earlier pictures may be 
filed under that title. Perhaps the 
knowledge that a specific promotion- 
al campaign used that theme will 
help toward quick identification and 
location of the particular picture 
wanted. 

The index cards are basically 
grouped by division first, and then 
by product or item, with all cards 
alphabetical in each section. A major 
division, Chevrolet, for example, 
would have the file divided into ad- 
vertising, engineering, public rela- 
tions and other divisions which may 
serve as the “client.” Under each 
of these, the cards, which may run 
to many thousands in some instances, 


will be filed alphabetically. 


>In addition, there is a large com- 
panion alphabetical file, which is a 
cross-index of the analytical cross- 
index file itself. Thus, a search for 
a view of 1947 Chevrolet brakes 
would probably start with “Chevro- 
let” ... then “Engineering” . . . then 
“Brakes.” But if the file did not dis- 
close the right information, the gen- 
eral alphabetical file would have 
cards under “Brakes,” listing this 
item of equipment for all GM cars, 
year by year, and the right picture 
could be located in this manner. 

The work of cross-indexing is 
handled by one girl, whose full 
time is occupied by this work and 
in using the file to locate negative 
numbers in response to inquiries. 
Her work includes a re-check of 
each negative by means of a viewing 
light, to verify the job description 
and make sure that it is accurate 
for the picture. 

When there is more than one neg- 
ative in a series, she reviews each 
one and prepares the summary cap- 
tion to appear on the front of the 
filing envelope. In this work, which 
requires the exercise of conscien- 
tious skill, she is able to call in the 
assistance of the photographer who 
took the picture originally, other 
personnel in GM Photographic or the 
client’s staff as needed. 

When the individual negative is 
given a summary caption, it is then 
cross-indexed under each pertinent 
key word. 


>The number of entries shows con- 
siderable variation, according to the 
type of subject and series. The aver- 
age output for the department is 
probably 20 to 35 individual photo- 
graphic assignments a day, each of 





Master Index Files . . . Fulfilling a request 
for a photo, a GM employe consults the 
master index file to locate the photo. 


which will run from one to many in- 
dividual negatives. The number of 
references for one job will run from 
a few up to many. Thus a photo- 
graphic series of machine parts may 
have as many as 150 individual ref- 
erences to be entered for a single 
job. 

A picture series on a complete car 
model will require detailed identifi- 
cation of the type of view—in an in- 
dustry where angle of view and ac- 
companying detail are of extreme 
importance. This type of picture re- 
quires cross-indexing breakdown by 
division and model primarily, and 
then by angle, elevation of view, 
perhaps the type of background—as 
a business scene, street, home, beach, 
with or without models and details of 
costume. 

Car models are separately grouped 
by body types—coupe, two-door, con- 
vertible, etc. All pictures of a par- 
ticular type and year will be on one 
card, well identified as “%4 right 
front view of 2-door, 2-tone 1954 
sedan.” This additional data in a file 
containing many inter-related photos 
assists immeasurably in pinpointing 
the search toward the specific view 
sought. 


>The actual cross-index card will 
contain the summary caption, sim- 
ilar to the information in the log 
book or on the filing envelope, fol- 
lowed by the negative number. There 
may be as many photo entries as the 
card will hold or only a few, depend- 
ing upon the frequency of use of 
the specific cross-index subject, 
which is indicated upon the guide 
line. 

Individual negatives are filed sep- 
arately, protected in glassine en- 
velopes and grouped 12 to a file en- 
velope. On the face of the envelope 
for quick reference is the series 





number and the included negative 
numbers at the top, as X8800 13-24. 
Beneath this on 12 separate lined 
spaces is the summary caption for 
the individual negatives included. If 
a series has only one negative, or less 
than a dozen, it is given a separate 
filing envelope, while the typical 


longer series are broken down by 
dozens. 


>The files are numbered and posi- 
tioned to run in sequence from one 
end of the filing room to the other. 
Current files of commercial nega- 
tives occupy over 500 letter-size file 
drawers, in addition to 80 drawers 
of portraits and the oversize nega- 
tive filing cases. This filing system 
occupies an area approximately 
20x40’. An additional area about half 
this size is located in an adjacent 
building, containing older and less 
used negatives. 


The portraits are all filed separate- 
ly and alphabetically. Each envelope 
contains identification of the indi- 
vidual and his position and division 
in the company—this is very impor- 
tant, because of the complications 
which may arise from similarity of 
names. 

A separate personal cross-index file 
is maintained, adjacent to the por- 
trait file, and contains about one- 
third the number of cards in the 
main file. This lists every sitting for 
each individual, with date and other 
significant detail. Thus the file may 
show that the negative taken at a 
specific date has been opaqued for 
use, and the searcher can be gov- 
erned by this data in determining 
whether to look for this or 
other portrait. 


some 


Old portraits are always kept, so 
that there may be many on file on 
a single individual. Sometimes these 
come to have historic or personal 
value. For internal employe relations 
activities, the unearthing of old por- 
traits may be valuable, upon the oc- 
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Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 


24 HOURS SERVICE ON REQUEST 


Unsurpassed in Quality at Any Price 


‘ 1 in 5,000 Lots — 
/2 Ff 6c in 1,000 Lots 
EACH $7.99 per 100 


Postcards $23 per 1 000 * 
f; Mounted Enlargements (30° x 40) $3.85 _ 
E’ Copy Negative 8x10", $1.25. . Postcards, 75« “4 
FULL COLOR POST CARDS 3M $99.50 


}. A Division of JAMES J. KRIEGSMANN 

@/, Plaza 7-0233 
F 0 165 West 46th Sr. 
mi sOPYTTRT New York 19, N. Y. 4 


WE DELIVER WHAT WE ADVERTISE 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 
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nen! ACROLITE.. 


® *‘500"" MATTE Fixative 
(You can werk over!) 
© **100"" CLEAR Acrylic. 
**600"" Damar Varnish. 
® Glossy oT Matte BLACK 
and WHITE. Rich Gold and Aluminum. 
SOL = AT ART SUPPLY STORES. 
Write Today for FREE Literature. 


ACROLITE, INC., Dept. AR, HILLSIDE, N. J. 


THAYER & CHANDLER /. 


a4 a 


for the particular artist 
SEND FOR CATALOG 
Number 52 
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MURRAY HILL 77-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 
plus other essential services for 
reproducing and projecting color. 


10 east 46th st, new york 17, n. y. 


. for more details circle 224, page 111 


November 1954 ¢ ar « 95 





COLOR: FUL 


@aperd>- 


and BOARD 


201 Colors 


INCLUDING 

24 basic hues 

4 tints and 

3 shades of each. 

8 graduated tones of grey and black. 


COLOR-FUL papers have a superior 
working surface . . . takes pencil, ink, 
tempra, or any medium. Coated with 
non-bleed colors . can be erased or 
washed off with cotton. Will not stain 
from rubber cement. Will not wrinkle 
when wet. Has body and weight. A must 
for you if you use colored papers. 

Now available .. . COLOR-FUL BOARD 


in 8 shades of grey and black. Ideal 
for TV use. Sturdy 14-ply weight. 


« COLOR-FUL Swatch Book $3.00 
Competitors price, ea. 3.75 
e COLOR-FUL Sheets 18x24, ea. -20 
Competitors price, ea. .25 
« COLOR-FUL Board 30x40, ea. 1.45 
Competitors price. ea. 1.60 


WRITE « WIRE + PHONE 


H.T Herbert 


ART MATERIALS 
10-63 Jackson Ave., L.1.C. 1, N.Y. 


a2 TS 


yj @ ANIMATED 
PINTO 
arama 


<n ot BUGS BUNNY 


Movie and TV animation artists earn $500 
to $1,500 a month! Interesting jobs open in 
cities all over the nation - mail coupon 
TODAY and find out how YOU can cash in 
on your talent and creative ability’ 


FREE siccrcer paces ees NOW 
See ee eee eeaeaeeeee es = oo 


“~ 
» ANIMATED CARTOONING SCHOOL of AMERICA® 
Dept IR-11 BOX 2109 HOLLYWOOD 28, CALIF 


. Send at once without obligation complete informa- 
+ tion about your Animated Cartooning Course and 
s Free gift certificate 


8 NAME 
5 ADDRESS z 


eciTY, STATE a 
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Save 40 minutes o day 
specifying type.... 


Transparent overlay alphabets—389 of them—enable 
you to save 40 minutes daily, or more. Exclusive in 
this new 8th edition, useful and practical TYPE BOOK 
Only in this type book will you find 155 type styles 
PRINTED IN REVERSE, in small sizes. You can 
choose aclean reverse type in six seconds, with the help 
of this page. Also locate any type in this WORLD'S 
HANDIEST TYPE BOOK 8th edition. 
Send postal for free information 


F.H. Bartz, 18 W. Kinzie St., Chicago 10 
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casion of anniversaries and retire- 
ments, for example. 


>A useful auxiliary key to the lo- 
cation of specific prints which are 
reasonably current is the mainte- 
nance of a print book by the spe- 
cific public relations or advertising 
department. This is encouraged by 
GM Photographic, which prepares 
814x11” file prints on a standard size 
sheet punched for a two-hole binder 
(with binding on the short side). 
Each department uses these as best 
adapted to individual departmental 
procedure. 

In public relations, for instance, a 
file book may be kept of current and 
recent views, classified according to 
whatever system fits practical use. 
This serves as an illustrated catalog 
of the most-called-for prints, without 
the need of going through the search 
of the cross-index system. However, 
the vast number of photos kept on tap 
would make it impossible for the in- 
dividual department to maintain a 
complete file of print books—and the 
advantage of the exhaustive central 
file becomes evident. 

GM Photographic is organized to 
meet the sometimes difficult deadline 
requirements of advertising and pub- 
lishing, in addition to other demands 
within the company, and has achieved 
over the years an outstanding record 
for maintaining quality of production 
within the given conditions of quan- 
tity and timing. And its work is 
largely centered around the efficiency 
of its filing system as a key coordinat- 
ing factor. 44 


New Reading Recorder 
Produced by Institute 


A new type of automatic reading 
recorder is described and illustrated 
in a brochure issued by the Institute 
of Visual Research (Chicago). The 
device records the reading pattern 
of the observer—how he looks at each 
part of a page or an ad. The brochure 
explains how the recorder works: 
the subject places his hand on a light 
control and moves a small spotlight 
over the area being covered. As the 
light is moved, the exact course is 
recorded on tracing paper placed be- 
hind the reading rack. 


For your copy circle No. 15] on the 
Reader’s Service Card inside back cover 


Bainbridge Adds Board 


A new rough-surface illustration 
board has been added to the line of 
Charles T. Bainbridge’s Sons 
(Brooklyn). The new board, called 
No. 169, has a surface particularly 
adapted for pastels and charcoal, in 
addition to either opaque or trans- 
parent water colors. 44 








aS 


From Your Color Films 
Satisfaction or your money back 
Fast service—high quality. 
KODACHROME 
from | ANSCO COLOR 
EKTACHROME 


KODACOLOR prints, 32c each 
DUPLICATE 35 mm slides, 25c 

PULA PROCESSING: Ansco-Ektachrome 
120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 
Dept. R114: Box 3521, Georgetown Sta., Washington 7, D. C. 
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Minimum order $1 
No COD's, please 


writ Nested Mead 
adh otos 


4 


JC TCE fa 
adtianual 
CE ete RY ee) 
8x10 
GLOSSY PRINTS 
1M 65.00 - 500 37.50 
100 8.50 


er ete 


MAJOR 


PHOTO CO. 

1210 N. CLARK ST. 

CHICAGO 10, ILL. 
Michigan 2-5651 


Cr ae nit Tmeel a 


Cee ie 
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How Aévertses Use Photo- Reports 


T Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 
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HARRY VOLK’'S NEW JUNIOR 


CLIP BOOKS 


America's top ready-to-use art service 
Just clip and paste. Write for sample 
issue FREE! No obligation 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 
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Continuities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 
DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 
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AR’s 21,000 Circulation is 


Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and sc 
precisely directed to buyers of adver- 
tising services, materials, equipment, 
supplies. 


Get in AR! 





SHOWS & EXHIBITS 


Time All Meare 


One of the largest trade show exhibitors is Eastman Kodak Co., which is 
represented at about 100 major shows every year. The head of Kodak’s 
exhibits division describes the mechanics of this extensive program. 


By Robert C. Locker 
Head of Exhibits Division 
Eastman Kodak Co 
Rochester, N. Y. 


At Eastman Kodak Co., exhibits 
are big business. Each year we par- 
ticipate in approximately 100 na- 
tional and regional shows of all types 
—industrial, packaging, medical, X- 
ray, photographic and many others. 
About nine years ago, the exhibits 
division was established, as a branch 
of the advertising department, to 
handle this work. 

The efforts of the exhibits division 
range from lending a helping hand 
with an ever increasing number of 
small local affairs, dealer shows and 
the like, to supervising changes in 
the big Kodak Colorama at Grand 
Central Station. It is not concerned 


with dealer displays and sales aids— 
that’s a separate operation in itself. 

Since effective presentation at 
trade shows, conventions and ex- 
positions doesn’t come easily for 
many advertising and sales depart- 
ments, I'd like to tell you a little 
about how the exhibits division 
swings into action to meet this prob- 
lem at Kodak. 


> We recognize that our study of the 
problems of what show, how much 
to spend, how best to do it and what 
each exhibit is worth to us, has only 
just begun. There’s still a lot we 
want to know. But over a period of 
time, we have developed some sound 
principles to guide us and it is these 
principles, plus the mechanics of our 
workaday operation, that I’d like to 
discuss here. 


To begin with, we consider a trade 
show or exhibition as basically a 
sales tool. It is an important medium 
which we can use to get our product 
sales stories across to our prospects. 
The show, as a whole, has the ad- 
vantage of bringing together under 
one roof the various manufacturers 
in a given industry for the buyers’ 
first-hand comparison. And, since 
most visitors have taken their time 
and spent their money to get to the 
show, they are likely to be more 
open minded, more receptive to our 
sales stories. 

A show is an expensive, one-time, 
custom-made sales tool so that it 
can only be considered a worth while 
expenditure if it is well handled. 
There are three major costs in the 
show picture: 

1. The floor space. 
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The Author... 


. Robert C. Locker 


2. The display itself. 
3. The sales personnel who staff the 
booth. 

Each involves considerable ex- 
pense and they must be harmoni- 
ously combined in order to do a job. 


> Here is how we operate to combine 
the three and produce the most 
effective results: 

e What Shows? .. . It is rightfully 
the joint function of the sales and 
advertising departments to cull the 
mass exhibition promotions for the 
ones in which we belong. In this job 


We can help you balance 


Keep your Exhibit Display costs in line for next 
year’s campaign—yet have a prospect-stopper 
“Selling Showcase” that knuckles down to no 
one for good looks — fresh design — sound con- 
struction — practical provision for spotlighting 
products, pictures, charts, literature or what you 
will. Orders and reorders from more than 1000 
leading companies prove these CAPEX values. 


CAPEX Prefabs are budget-bolsterers from way 
back (from three years back, anyhow, when we 
introduced the Prefab idea in the first place!). 
It’s not only that the first cost is so much less— 
add up these extra budget blessings: 


Much less weight, so deep-cut shipping costs, 
Easy “do-it-yourself” set- 
up and knock-down, so no triple-time hired 
hands needed at exhibit halls, no two-day-early 
arrivals and departures, no crowbars, jacks, 
. Unit construction means one 
CAPEX Display can be adjusted for several 
shows with different spaces, changes and modi- 


coming and going . . 


bulging biceps . 


fications are quick and low cost. 


SEND FOR “IDEA-STARTER” DISPLAY UNIT 
PORTFOLIO — FEATURING NEW “CONT- 
INENTAL” DESIGN THEMES (ON YOUR 
COMPANY LETTERHEAD, PLEASE) 


CAPEX COMPANY, INC. ° 
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exhibits 


we (the exhibits division), because 
of our knowledge of the field, can 
usually assist in the decision of the 
sales department as to the type of 
show and, of course, contribute im- 
measurably from that point on. Not 
even a large company can afford to 
participate in more than a fraction 
of the trade shows, fairs, conventions 
and so forth which are now held 
regularly. 

e Space purchased . . . When ap- 
proval has been given to participate 
in a show, the next step is to decide 
on the space we will require. This 
again is done jointly by the exhibits 
division and sales department. Large 
companies like Kodak are frequently 
called upon to “support” this or that 
show or association convention and 
it is to our interest to do so in 
restricted cases. There is always the 
question of maintaining “prestige” 
and “standing” in a particular indus- 
try in which we have an interest. 
These are only two considerations 
in deciding on space requirements. 
We feel it is the obligation of ex- 
hibition promoters, on the other 
hand, to advise us candidly of the 
buying interests and influences 
which will be represented by people 
attending the show. Evaluation of 
buying influences, our sales require- 
ments and other factors, pretty much 
dictates how much space we need. 


615 SOUTH BOULEVARD, EVANSTON, ILLINOIS 
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e What to Show ... This is a de- 
cision for the sales department. They 
know market trends, new products, 
sales conditions and can advise us 
what to “pitch” prominently, what 
to include as an “also ran,” and what 
to leave behind. And it is important, 
in the case of a manufacturer like 
Kodak, which makes a tremendous 
variety of products, to convey the 
idea of productive scope without 
having a “dime-storish” exhibit. (Of 
course, design also plays a major 
role in producing a pleasing, un- 
cluttered display.) 


e How To Show It . . . When we 
know what we want to feature, the 
next problem is how to display it. 
Together, the advertising department 
and exhibits division work out the 
general aspects of this problem. They 
decide on the general “feeling” which 
must be conveyed to the particular 
audience in question. The mechanics 
of the exhibit design are, naturally, 
the exhibits division’s responsibility. 
But our designs are subject to ap- 
proval by advertising and sales. In 
this regard, we are fortunate in hav- 
ing no “red tape” to contend with. 


e Production begins . . . Once these 
all-important preliminaries are com- 
pleted, production can begin. The 
designer first makes a rough layout, 
and suggests color treatment and 
other display ideas. If these are 
approved, a more detailed layout 
and selection of materials is made. 
This brings me to a very important 
factor in our successful operation— 
employment of outside talent and 
exhibit builders. 

If we attempted to keep on hand, 
in our exhibits department, the vari- 
ety of talent required to produce 
medical, metal treating, photo deal- 
ers, X-ray, packaging and other spe- 
cialized shows our operations would 
be fabulously expensive. The com- 
petent firms which make a business 
of designing and building trade show 
exhibits for many different ex- 
hibitors, however, can afford these 
high-priced specialists. So we go to 
them with our special problems. 

At present, we are using several 
exhibit builders, each of them in a 
different section of the country. 
There are advantages in this. For 
one thing, just as with any other 
occupation, we have found that dif- 
ferent builders have certain spe- 
cialties at which they excel. We 
know who can do what best and try 
to give our work to the company 
that will come up with the best re- 
sults. Also, this practice saves us 
from running into exhibition traffic 
jams which would make it difficult 
to meet show deadlines. And, par- 
ticularly with a major show, the 
builders can often be of tremendous 
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In Grand Central . . . This huge 18x60’ 
Kodak ‘’Colorama”’ (top) overlooks Grand 
Central Station’s (New York) main con- 
course. Behind the ‘’Colorama’’ (below) 
is a constantly changing product exhibit. 


help in getting set up if they are 
located near the exhibition site. 


> When a show’s plans have been 
put in final form by the builder who 
has contracted to do the job, he 
either brings them to us personally 
or sends them in the mail for our 
approval. When the show is all built, 
depending on individual circum- 
stances, we will either go to his shop 
to inspect it or he will send it to us 
and we set it up in our warehouse 
for inspection. It is important to see 
a show before the deadline to be sure 
there are no “bugs” or slip-ups. 
Because we work continuously 
with Kodak exhibits, we must main- 
tain careful records of just what 
show is where. In addition our ma- 
terials and component parts are 
stored in our warehouse so that we 
know what parts are available from 
past shows, and can be used to as- 
semble new ones. Often this involves 
little more than a new paint job—or 
a new finish or covering or back- 
ground material. It would be virtu- 
ally impossible to put an average 
price tag on our shows because so 
much depends on their size. An elab- 
orate show incorporating mechan- 
ical devices, special lighting and 


NOW-HOLD SIMULTANEOUS SALES 
MEETINGS COAST-T0-COAST 


Sheraton Hotels Closed Circuit TV Network 


Now management can talk 
privately ‘“‘face to face’’ with the 
entire sales force . . . introduce a new 
product simultaneously to dealers in 
all territories ... get reactions and 


Sheraton Hotels (or independent 
hotels in non-Sheraton cities). An 
experienced staff handles production 
details, assists in all planning, in- 
cluding budgeting and analysis. 


answer questions from plant per- 
sonnel scattered all over the country 
all without pulling a single key 
man frem his district and without 
paying costly travel expenses! 
That’s Sheraton Closed Circuit 
Television Network, available in all 


LEARN MORE about this newest 
and most modern way to communi- 
cate “in person’’ at less cost. Write 
for free booklet, “Sheraton Closed 
Circuit TV Network,”’ Sheraton TV, 
470 Atlantic Avenue, Boston 10, 
Massachusetts. 





IN THE U.S. A. 
ALBANY NEW YORK 
BALTIMORE PASADENA 


BOSTON PITTSBURGH 
BROOKLINE, Mass. PROVIDENCE 
BUFFALO ROCHESTER 

CHICAGO T 1OUIS 


INCINNATI PRINGFIELD. M . 
oa Se ~The Proudest Name in 


rock ©) HOTELS 


(Non-Sheraton cities may also be included in the Sheraton TV Network.) 


IN CANADA 
MONTREAL—Sheraton-Mt. Royal — 

TORONTO—King E 

NIAGARA FALLS—Sher 

HAMILTON—Royal ¢ 
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AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right... For You 
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Designed for Doctors . . 


. Eastman consults specialists before building exhibits designed 


to appeal to specialized groups. This one was developed to attract doctors—it was 
the company’s exhibit at the 1954 AMA convention. 


other “gimmicks” will cost far more 
than a simple display, of course. 
However, we constantly strive to 
hold costs within our predetermined 
evaluation of what the show is worth 
to Kodak. 

It is generally impractical to build 
a show too far in advance. Usually 
we try to schedule production four 
to six weeks prior to shipping date. 
The shipping date is a deadline which 
must be met. It takes into account 
the show opening date, the shipping 
time between our warehouse (or the 
builder’s shop) and the exhibition 
hall, and the required installation 
time. The main reason for not build- 
ing exhibits, say six months in ad- 
vance, is the impossibility of pre- 
dicting sales requirements for a par- 
ticular market that far ahead. New 
products are also likely to enter the 
picture and deserve special treat- 
ment. For example, a new product 
which should be featured at a cer- 
tain trade show may be announced 
only a few days before show time. 


>To round out this discussion a 
little more fully, I want to list briefly 
the personnel of the Exhibits Di- 
vision. These are the specialists who 
handle all the work I’ve mentioned. 
You'll see that it is not a large staff 
even though we produce a lot of 
shows in the course of a year. 


1. I'm the department manager and 
came to Kodak from display work 
in the Cleveland area. The manager’s 
job is to supervise the entire op- 
eration, final design, evaluate costs, 
recommend improvements in show 
techniques and work with sales and 
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advertising management to make 
show and exhibits decisions. 


2. The assistant department man- 
ager supervises design. He is pri- 
marily responsible for meeting 
schedules, for the actual operation 
of the department, for contact with 
exhibit builders, shipping and a 
multitude of other details. 


3. There is a full-time designer, the 
only regular designer on the staff, 
who is a specialist in exhibit design. 
This last point is important, for a 
good artist or layout man is not 
necessarily a good exhibit designer. 
The job requires both talent for this 
type of work and thorough knowl- 
edge of the trade show field and 
exhibition techniques. Our designer 
does layout work, drafting, color 
selection. 


4. There is a man in charge of our 
company products inventory. (We 
carry a complete stock of Kodak 
products for use in every type of 
trade show.) The stock man also acts 
as a traffic or shipping records man, 
arranges for shipments and instructs 
shippers in proper handling of deli- 
cate displays. 


5. There is a secretary who handles 
the paper work, answers the phone, 
keeps time sheets, keeps records of 
shows and must be able to deal 
with truckers, Railway Express peo- 
ple and the like. 


6. We have a special installation man 
whom we call our “road man.” His 
job is to go out and supervise assem- 
bly of a show, hire the local labor he 


needs, make minor repairs and get 
things ready by opening time for the 
sales department people to take over. 
When the show closes, he returns to 
supervise knockdown and shipment 
back to our warehouse. 


7. There are three men who are spe- 
cialists in various phases of produc- 
tion. They are also able to go out 
and set up a show, either alone or 
with our regular road man. (With 
the more important shows, the de- 
partment manager and/or assistant 
manager may also go along.) Of 
these three men, one is a carpenter 
who maintains, packs and helps ship 
displays. The second is an electrician 
who also does maintenance work and 
helps with shipments. The third is 
a spray painter who refinishes units, 
from past shows, which are to be 
incorporated in a new exhibit. 


8. There is a warehouse man whose 
job is storing and keeping track of 
display units, panels and assorted 
equipment. We have some 20,000 
square feet of space, much of it de- 
voted to storage. 


9. And, finally, we keep a general 
man to take care of numerous odd 
jobs of which there are so many in 
exhibits work. 


> We have learned that a show does 
not have to be expensive to be ef- 
fective. As you may know, companies 
with slim exhibits budgets can rent 
shows or buy “packaged” show 
booths, which will do a good job. 
But we feel strongly that it is 
essential to do the very best job 
possible with each show. These days 
the exhibitor who furnishes his 
booth with a couple of tables and 
some folding chairs has little, if any, 
hope of attracting an audience. For 
the most part, this type of exhibitor 
would do better to stay home and 
save the expense of travel and ex- 
hibition space. And the exhibitors 
who staff their booths with cub 
salesmen, trainees and the like, are 
also inviting a poor prospect im- 


No Gimmicks . . . Kodak seldom uses 
gimmicks in its exhibits, prefering simple 
product displays like this one. 





pression of their company as a 
whole. 

We know that most people who 
attend trade shows and conventions 
are there to see what’s new and what 
can help them. For this reason, 
Kodak salesmen are always fully- 
qualified experts in their field. We 
entice prospects into our shows by 
means of an attractive display and 
visual promise of worth while things 
inside. Then our sales personnel are 
in a position to turn Mr. Prospect 
into a Kodak fan. The exhibit’s job 
is to stop Mr. Prospect, interest him, 
make him want to ask questions and 
learn more—the salesmen take over 
from there. 

The real justification for any show 
is creation of favorable, lasting im- 
pressions and potential sales. That 
is the purpose of our division and 
the reason for the rather complete 
set-up to attain these goals. 44 


Store Wall Display Flex-O-Unit 
panels, shelves, high and low platforms 
and overhead units combine to make an 
appliance store wall with shelves for port- 
able radios and platforms for tv consoles 
and record players. 


Flexible Display Units 
Described in Dell Folder 


Low cost display units which can 
be used in a wide variety of com- 
binations are described in a folder 
prepared by the manufacturer, Dell 
Displays Inc. (Chicago). The units, 
which simplify exposition display 
problems, are so prepared that ad- 
vertising and sales people can de- 
sign their own displays, or the 
company will design a booth or back- 
ground specifically tied tc the cus- 
tomer’s product. 

Called Flex-O-Units, the display 
elements include eight different 
sizes of background panels, as well 
as platforms, tables, shelves, signs 
and overhead units. Tables, shelves 
and signs may be attached anywhere 
on the display and may be used in 
any quantity with the display. 

The framing is of 3” kiln-dried 
pine while the units are covered 
with 4” perforated hardboard. They 
may be ordered covered on one or 
both sides depending upon whether 
the unit will be used against a wall 
or as a side member, or return. Stan- 
dard colors are sandalwood, sun- 


shine yellow and green, although 
special colors will be supplied upon 
request. 

An advantage of Flex-O-Units is 
that all sections are readily available 
with delivery usually being made 
in three days, according to the folder. 


For your copy circle No. 144 on the 
Reader’s Service Card inside back cover. 


Score Your Agency . . . Admen are given 
a helping hand in scoring the relative 
strengths of competing agencies with this 
““Agency Evaluator’’ developed by Paul- 
son-Gerlach & Associates (Milwaukee). 
Nine intangible service categories are 
listed on the printed promotion piece. 
Categories include planning, ideas, copy, 
merchandising, account executive's as- 
sets, art, production, agency resources and 
public relations, with sub-headings under 
each category. Copies are available from 
Paulson-Gerlach & Associates Inc., Wis- 
consin Tower, Milwaukee 3, Wis. 


OCTOBER 
28-29 Natl. Conference of Business Paper 


Editors—Hotel Statler—Washing- 
ton 


28-30 Advertising Typographers Assn. of 


America Inc.—Miami Beach, Fla. 


28-Nov. 1 Inti. Assn. of Electrotypers & Stereo- 
typers— annual convention— The 
Greenbrier—White Sulphur 
Springs, W. Va. 


30-Nov. 2 Screen Process Printing Assn.—An- 
nual Convention—Hotel jefferson 
—St. Louis 


NOVEMBER 


7-11 Outdoor Advertising Assn. of Amer- 
ica Inc.—Commodore Hotel—New 
York City 


Assn. of National Advertisers, annual 
meeting—Hotel Plaza—New York 
City 


Advertising Trades Institute, 3rd Ad- 
vertising Essentials Show — Hotel 
Biltmore—New York City 


Printing Industry of America—an- 
nual convention—Hotel Statler— 
Detroit 


American Assn. of Advertising Agen- 
cies, annual Eastern conference— 
Roosevelt Hotel—New York City 


One always stands out... 


IN EXHIBITS IT’S 


: NEW YORK'S LEADING 
” DESIGNERS AND BUILDERS OF 


oe es 
2 


DISPLAYS AND EXHIBITS 


@ WRITE FOR BOOKLET A 


96-20 43RD AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


A 
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Six typographic services 
to make your job easier 


Typographic counsel and specification 


At Monsen a type expert is permanently assigned to you. He can 
take those worrisome details of typographic markup and 
specification off your hands. 


Monsen Black-on-White Impressions for sharper reproduction 
Only perfect type is used; squarely locked up with painstaking 
make-ready. A “kiss” impression with special ink gives 

you ideal reproduction proofs. 


Monsen Trans-Adhesive* Impressions for faster assembly 
These are extremely sharp impressions on clear, tough acetate. 
A pressure-sensitive adhesive bonds the acetate to your art when 
burnished. Makes paste-up simple, clean and fast. 


Monsen Transparent Impressions for special jobs 

Here is an inexpensive way to convert letterpress halftones 

to offset reproduction. Can be pulled in color, too, for 

striking art overlays. 

Accurate proofreading protects you 

Monsen takes exceptional steps to see that your proofs are right 
typographically the first time. All final proofs are checked 


for square and line-up. 
Keep yourself 


typographically informed. Round-the-clock service 


Add your name to our mailing list. I,.onsen’s 24-hour service cuts hours from production time 
No obligation. Just drop us a card Fast train and airmail makes Monsen typography practical 
giving your name, affiliation and for buyers anywhere. 


address. Ctencictweed Teatenaih 


MONSEN-LOS ANGELES, 928 S. FIGUER@A ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W. 


Monsen-Chicago, Inc. 


22 EAST ILLINOIS STREET, CHICAGO 11, ILLINOIS 


SERVING THE TYPOGRAPHIC NEEDS OF CUSTOMERS IN 48 STATES AND THROUGHOUT THE WORLD 
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Bauer Bodoni Bold Italic 


Lucian Italic 


Bookman Italic 


Cochin B Bold Italic | _ 
“Century Schoolbook Tealic! | 
| Cooper 1 Black Italie | 


: Bulmer Italic 


. Garamond lealic Paci 


There’s 


to use of italics in advertising ty- 


been a lot of opposition 


pography ... but A. Raymond 


Hopper voices a defense of the 


frequently maligned faces. 


® By A. Raymond Hopper 
Advertising Typographer 


Hitler impressed upon us that any 
lie will be accepted as fact—if it is 
only big enough and repeated enough. 
Traditional notions about italics are 
cases in point .. . that is, tradition 
dating only from the 19th century. 

It is certain that originally italic 
type wasn’t intended for emphasis, 
ornament or contrast. Aldus, in 1501, 
had it designed as just another type- 
face, one whose sole purpose was to 
save space, so he could make his little 


Caslon Oldstyle Italic 


— pene ali 


es Bold Italic 


F ranklin Gothic Italic 


Eqmont Light Italic \ 


LAYOUT & TYPOGRAPHY 


Bernhard Modern I, talic 


Scotch Roman Italic 


Cochin, Nicholas, Italic 


Mnnouncement Roman Italic | 


SOS. 


‘Caines Otdsile Nialic E Astree Lali | a 


Stymie Black Italic | a 


Cloister Bold | I talc 


2 Auriole Malic 


has its own domain 


books smaller and cheaper. 
told him that italics were hard to 
read. It didn’t seem to occur to his 
readers, for they bought a lot of his 
books. It was purely a_ business 
move, and was successful enough to 
be pirated all over Italy and France. 

Over the next 300 years, many ty- 
pographic geniuses created a variety 
of beautiful and interesting italic let- 
terforms. They were not designed. or 
regarded as feminine mates to exist- 
ing Romans, but as individual en- 
tities. But this attitude changed dur- 
ing the 19th century. Pragmatism, 
efficiency, and penny-paring got in 
their fine hands. T. L. DeVinne 
spilled the beans when he frankly 
wrote, “Italic is not liked by printers 
or founders, for it is troublesome to 
cut and cast, and it has many kerned 
letters that often break unexpected- 
ly.” You'll observe that he fails to say 
anything about the design value of 
italics or mention readers’ prefer- 
ences. 


Nobody 


> So, we began to be told that italics 
made for hard reading, and of course 
everybody but a rugged individualist 
always believes what he is told. Con- 
sequently, italics became used less 
and less. And, as our practice in 
reading them decreased, the ration- 
alization naturally became fact. 

Art directors and production men, 
during the last decade, have been 
more independent in their thinking 
One reason for a broader and entirely 
different usage of italics than former- 
ly, is that designers have produced 
a number of faces, called obliques, 
that won’t serve the old purposes. 
They are so little different from their 
accompanying Romans that they fail 
to give the needed emphasis as well 
as bolder faces do. 

Another reason is the growing ap- 
preciation of the great variety of 
charm and grace that suitable selec- 
tions of italics afford. Also the in- 
validity of avoiding italics because of 
the cost and trouble of casting and the 
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Class of 
Italic 
ALDINE 
ARRIGHI 


FRENCH 16th Cent. 


Classification of Italic Faces 


Today’s Approx. 
Examples Slant 
Cloister 14° 
Deepdene 5 
Weiss 8 
Granjon 18 


88% to 91% 
81% to 83% 
Same width 


Width compared with 
the Roman 


Estienne 


FRENCH i7th Cent. Garamond-ATF 


FRENCH 17th Cent. 
Calligraphic 
DUTCH 17th Cent. 


Cochin 
Caslon #471 


Janson-Lino. 
FRENCH 18th Cent. 
Copperplate Engr. 
MODERN 


Nic. Cochin-ATF 
Baskerville — 
Bodoni Book-ATF 
Bulmer 
Caledonia 
Century Exp.-ATF 
DeVinne 
Egmont-Intertype 
Scotch-Monotype 


Waverley 
Bernhard Gothic 
Bookman 


OBLIQUE 


Corvinus 


Electra 
Lydian-ATF 
Memphis 

Metro 

Spartan Med.-ATF 


Stymie Med.-ATF 
Bernhard Modern 
Cheltenham-ATF 
Fairfield 
Goudy-ATF 
Kennerley 


NON-TRADITIONAL 


easy breakage of kerns, when so 
much casting is done by line or mono, 
and goes back into the melting pot 
after a single proofing for photo-re- 
production. 


> But this more popular and exten- 
sive use of italics for their own un- 
denied virtues raises some inevitable 
collateral interests. Romans have 
long been measured, classified and 
psychoanalyzed. Their italics were 
supposed just to go along like duti- 
ful spouses. But even human wives 
have individual temperaments. 

We are needing now to find out 
a bit more about various italic de- 
signs, if for no other reason than that 
they are so various. The italic letter- 
form has evolved gradually for 450 
years, and its period characteristics 
are worth treating with the same re- 
spect an interior decorator would ac- 
cord Tudor, Chippendale and Duncan 
Phyfe furniture. 

In 1946, I classified the significant 
steps of italic development, since I 
could not find that any one else had 
ever done the job. Since then, no one 
has ever raised his voice to question 
my ten categories, and as given here 
they should serve as a useful guide. 


> A classification by slant also is im- 
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Same width up to 14 pt.; 

18-21 pt. 98%; 24 pt. 91% 

16 Same width 

18 6 pt. 92%; 36 pt. 85.5%; others 
87-89%. Lino versions same width. 


20 90-92% 

20 6 pt. 97.5%; 8-9-10 pt. 100-102%; 
11 & 36 pt. 91-91.5%; 12-14-18 pt. 
92-92.5%; 24-30 pt. 87-87.5% 

15 Same width 


Ad 94-97.5% 


1S 85-87.5% 
13 14-18 pt. 100%; others 97-99% 


.16° 92.5-95.5% 


12° Same width 
13° 10 pt. 93%; others 95.5-97.5% 
16 Same width 
8 Same width 
10 Up to 12 pt. 91.5-92.5%; 14 to 36 
pt. 103.5-106°% 
18° Same width 
10 101-103% 
15 6-10-18-30 pt. 108-109%; 8-9-12-14 
pt. 111.5%; 24 pt. 101%; 36 pt. 102.5% 
6 10-14-16-18 pt. 97.5%; 8-12-24-36 pt. 
100%; 30 pt. 101% 
8 Same width 
4 95-97% 
11 Same width 
; Same width 
7 6-10-12-14 pt. 99%; 8 & 18 pt. same 
width; 24 pt. 98%; 30 pt. 97% 
15 Up to 14 pt. 101-103%; larger 96-97.5% 
15 96-98% 
14 103-105% 
10 Same width 
8 6 pt. 93%; others 89-90% 
7 93-95% 


portant. Italic started out with a tilt 
to the right of vertical of approxi- 
mately 14°. In genuine old styles it 
steadily increased, until Caslon 
reached 20°. Relatively recent years 
have seen it grow waveringly less and 
less, until the Lydians have only a 
4° slant. When this occurs in what 
are now usually termed obliques, the 
slight inclination is too little to be 
noticed in a word or two mixed in 
with Roman text. 

The Aldine italic was modeled on 
Italian 15th century writing, but de- 
velopments soon lost their manuscript 
character and became more and more 
typographic. Subsequent types, 


* based on vernacular handwriting like 


our modern scripts and cursives, were 
dead-end streets. They, as with the 
many European Civilite faces, though 
often beautiful in themselves, never 
led anywhere progressively. They 
were hybrids. 

Another important consideration 
in the use of italics is their sets as 
compared to their associated Romans. 
It is a common misconception that 
italics set narrower than their Ro- 
mans, and a production man, careless 
of this error, can go sadly awry. That 
this dogma is far from true, a study 
of the data in the accompanying table 
will demonstrate. 


Ten Classes of Italics 


Since, as in periods of furniture 
and architecture, one persisted for 
some time after the ascendancy of 
another, an inevitable overlapping 
makes sharp chronological divisions 
impossible. In fact, some merged so 
gradually into others that definite 
classification must be somewhat arbi- 
trary. But the following ten cate- 
gories are sufficiently clear to be use- 
ful and dependable. 


1. AupinE—Venice, 1501 A. D. The 
noted painter Francisco da Bologna 
designed this narrow, somewhat an- 
gular departure for the first time 
from upright letterforms for Aldus 
Manutius. An excellent modern in- 
terpretation of the Aldine letter is 
ATF Cloister Italic. Cloister Old- 
style, of course, was based on the 
Nicolas Jenson type used in the Euse- 
bius in 1470. 


2. ArricHI—Rome, circa 1530 A. D. 
Around this time, the Roman printer- 
publisher Antonio Blado, commis- 
sioned Ludovico Arrighi to design 
several fonts of italic. They were 
quite condensed, and more sharply 
angular than the Aldine model, more 
graceful and legible, and probably 
exerted more influence on subse- 
quent designers. There is a modern 
italic called Blado, but it is purely 
typographic and over-emphasizes the 
angularity of the original. A still 
more brilliant example in this class is 
Fred Goudy’s Deepdene Italic, though 
so angular as to become annoying in 
mass. 


3. FRENCH 16TH CENTURY — Claude 
Garamond had little interest in ital- 
ics. His own were based on the 
Aldine and Arrighi models without 
much change, except perhaps to soft- 
en their hardness a trifle. He was 
the first to provide italic capitals; 
Roman caps had been used up to 
then. He also put the italic charac- 
ters at differing slants, apparently 
through wrong judgment as to what 
was the real axis of the letter. This 
gives a restless feeling to the text. 
Robert Granjon of Lyons, France, 
cut a more graceful and flowing de- 
sign somewhat wider than the Ar- 
righi style. Simon de Colines and 
Robert Estienne used italics widely 
around this time, but it is impossible 
to say now whether these were cut 
by Garamond, Granjon, or Guillaume 
LeBe; authorities are vague. The 
table includes two good present-day 
interpretations of this period, both 
cut by Mergenthaler. 


4. FRENCH 17TH CentTURY—Jean Jan- 
non’s brilliant and scintillating italic 
of 1621 is the most notable, and, be- 





TYPE TIPS BY LINOTYPE 


Is Anybody Reading? 

No one needs to tell us that drop- 
ping a piece of printed matter— 
an ad, a folder, a brochure—into 
the sea of paper and ink that sur- 
rounds us is a risky occupation. 
Will it float? Or will it sink? No 
one can say for sure. 

The choice of type is all-impor- 
tant in giving your printed matter 
at least a flying start in the race 
for the reader’s attention. 


Where Primer Comes In 

Linotype’s Primer has a way of 
standing out of the crowd with- 
out being garish. It offers a variety 
of movement making it continu- 
ously interesting to the reader for 
as long as you expect him to read. 


HOW is one to assess and eval- 
uate a type face in terms of its 
esthetic design? Why do the 
pace-makers in the. art of print- 
ing rave over a specific face of 
8 PT. PRIMER, REGULAR DESCENDERS 
HOW is one to assess and eval- 
uate a type face in terms of its 
esthetic design? Why do the 
pace-makers in the art of print- 
ing rave over a specific face of 
8 PT. PRIMER, LONG DESCENDERS 





ON 9 PT. BODY 





Primer was designed for us by 
Rudolph Ruzicka primarily for 
textbook or schoolbook use. But 
Ruzicka drew us an alphabet so 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N.Y. 


Primer 


“We just can’t tear him away from 


those books printed in Primer:’ 








clear, so free of frills and man- 
nerisms that might interrupt the 
reader, that we strongly recom- 
mend it for all types of work 
where legibility and dignity are 
of the essence. 

In the small sizes, Primer can 
crowd considerable type into a 
small space without graying into 
fuzziness. The even gradation of 
color through the various sizes 
from 6- to 12-pt. results directly 
from Linotype’s policy of making 
separate drawings for each point 
size, modifying the width of in- 
dividual characters as needed. 

Primer gets its legibility from a 
number of devices. For one thing 
it is big on the body. Compare it 


with other popular faces a full 
one or two points larger and you'll 
see what we mean. The caps are 
well-proportioned, the thicks and 
thins balance nicely, the counters 
of the closed lower-case letters 
are Clear and open. No ink traps 
here, or letters that will break 
easily to mar an attractive page. 


You Can Get Good Printing 
Primer is the last word in basic, 
hard-working type design. It re- 
produces well by any printing 
method. It is available with Italic 
on two-letter matrices for eco- 
nomical Linotype composition. 
You have your choice of long or 
short descenders, lining or old- 
style figures. So why not specify 
Primer for your next job. 


HOW is one to assess and e 


PT PRIMER 

HOW is one to assess and 2 
2 PT. BODONI BOOK 

HOW is one to assess and eval- 
Ss PT PRIMER 


HOW is one to assess and evalu 








We have an attractive folder 
which gives a complete showing 
of Primer in all its sizes. We'll be 
glad to send you a copy. 


+ LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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new 


copy-fitter 


1955 EDITION—64 PAGES 
with most complete index of 
lowercase, caps, small caps 

eee = = 


1450 type faces 4 to 24 pt. 
Fast, accurate, DIRECT VISUAL CONTROL 


Streamlined Copy-Fitting makes it easy to fit 
type like an expert. Thousands of users — en- 
dorsed by graphic arts leaders. Plastic bound, 
with all scales needed for copy-fitting in the 
precision die-cut Vinylite type-casting gauge. 
Your best buy for $5.95! Money-back guarantec. 
Order now — at art supply stores or direct: 
ARTHUR B. LEE, 55] Fifth Ave.. New York 17, NY. 
——- —- -—— 


URRAY HILL 2.4234 —— 


. for more details circle 225, page 111 
‘The most PRACTICAL lettering 
| 

system ever devised ! 


READY CUT paste-up letter 
that's faster and cheaper 


than hand set typography! 


LARGE SIZES...UP TO 2 INCHES! 
NEWEST POSTER STYLES! 


Write todey for free specimen catalog 
Letter-it 
Box 3261 Okichome City, Oklahome 
for more details circle 226, page 111 





Wonder expresses less 
than ASTONISHMENT 


and much less than amazement. .. so 
why wonder...be rarely astonished 
when you'll be amazed how easy it is 
JAY P togeta good adtypeskilled by Walk. 


WALK aovertisine Typocrapny 
11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 
. for more details circle 280, page 111 





To 
Reach 
the 
Actual 
Buyers 


of 


ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 

in 


Advertising 
Requirements 
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cause of its present reincarnation 
here, the most useful example. Of 
course, it was based on Garamond’s 
of the previous century, but shows 
unmistakable signs of a popular 
growing sophistication. It was the 
model for ATF Garamond Italic and 
its line-cut duplicates, as well as for 
Monotype’s Garamont by Goudy. 


5. French 17TH Century Catti- 
GRAPHIC—For a brief time in 1640, a 
new style was set by an italic that 
was a smart and faithful copy of cur- 
rent handwriting. The vogue was 
short-lived but too distinctive to be 
passed over. It was done by Pierre 
Moreau, a Parisian writing master, 
and his lower-case letters have been 
well preserved in our own Cochin 
(not Nicolas Cochin) Italic. The cap- 
itals are a latter-day interpretation 
of a sympathetic typegraphic form 
that is more readable, certainly, but 
less graceful and picturesque than 
Moreau’s original script capitals. 


6. Dutcu 17TH CEeNTURY—Italic now 
begins to become more regular, and 
the original narrowness and angu- 
larity gradually disappear. The best 
standards of this period, circa 1660, 
are those of Christoffel van Dyck. 
Our most typical face today is Lino- 
type Janson. 

I have chosen to include Caslon 
Italic in this group, though William 
didn’t cut his types until 1722. But 
his italic strictly follows the 17th 
century pattern and set no new style, 
but merely improved on many exist- 
ing Dutch and English versions. It 
also, however, marked the end of 
oldstyle italics as his Romans did to 
their class. 


7. FrencH 18TH CENTURY COPPER- 
PLATE ENGRAVING—This is an interim 
style from a period when italic cop- 
perplate illustrations were generally 
accompanied by captions engraved 
directly on the same plate. There is 
only one type italic today resembling 
such work, Nicolas Cochin, named in 
honor of Charles Nicolas Cochin, a 
famous engraver of the time. The 
type is not an exact copy of any in- 
scriptions and is not by Cochin, but 
is well representative of the engraved 
italics of the day. Its engraved char- 
acter, evidently not pen-drawn, is 
especially apparent in the tail of the 
lower case “g” and the spur-like 
serifs. 


8. Mopern — (like Modern Roman.) 
This is the last notable development 
of what are strictly italics. The faces 
are wider, rounder and much more 
regular than before. Baskerville’s 
types in 1754 gave rise to a style 
of italics with sharply contrasting 
strokes and hairlines. They started a 


trend which flowered in the Didots 
of France and Bodoni in Italy. After 
the close of the century, it bounced 
back to Scotland and modified the 
oldstyles then in use. The table shows 
several variations of this useful 
period. 


9. Os_iquE—These really should not 
be called italics—a style that origi- 
nated in and was named for Italy— 
but obliques. They are little more 
than tipped-over Romans, and would 
have no place here, except that they 
are often being used for purposes 
where a real italic would do better. 
In fact, a few Romans are now given 
both italic and oblique mates, Mor- 
mon style. However, used in mass 
these obliques from their regularity 
have a distinctive and legible effect. 


10. Non-Trapit1onaL—Not all italics 
can be placed in the foregoing 
groups. They may be designs spring- 
ing from contemporary sources. They 
often are inspired by traditional 
types, but at the moment of their 
birth partake too much of their sire’s 
original thoughts to be considered as 
members of any traditional family. 
Goudy and Kennerley both meet this 
definition. Both are too individual to 
reflect much, if any, of the Aldine 
character often attributed to Ken- 
nerley, at least. Many italics in this 
group are beautiful, and some may 
in time lead to new classifications. 
Others are frankly and intentionally 
hybrids, created for specific purposes 
which, once served, do not inspire 
offspring. 44 


Major Service Develops 
Simple Lettering Guide 


A simple, but effective method of 
producing a wide variety of lettering 
styles with a limited number of let- 
tering guides is the feature of a 
unique system developed by Major 
Service (Chicago). Called “Major- 
Art Lettering System,” the method 
requires only lettering guides and 
pens. 

While most lettering guides are 
primarily designed to produce a sim- 
ple even-weight letter, by applica- 
tion of a few duplicate movements 
which are the basic copyrighted fea- 
tures of the Major-Art system, each 
guide gains considerable versatility. 
Lightface, bold, shadow, outline, 
highlight, serif, sans-serif and nov- 
elty faces can all be produced from 
the same guide. 

Major Service claims that it is 
possible to produce up to 60 words 
per hour using the system. Both con- 
ventional and reverse letters can be 
produced. No previous experience is 
said to be required. 





= WESE SPECIMENS PRODUCED WITH OMY ONE GUIDE 
Versatility .. . These examples are typical 
of the many styles of lettering which can 
be produced with a single lettering guide 
through the use of the Major-Art Letter- 
ing System, a copyrighted method devel- 
oped by Major Service (Chicago) . 


The system is adaptable for pre- 
paring copy for all types of dupli- 
cating machines, display signs, price 
tickets, movie titles, etc. Major Serv- 
ice offers a variety of lettering guides 
and pens for use with the system. 
Complete instructions on the system 
are included in the “Major-Art Let- 
tering Manual,” which sells for $1. 

Additional details are available 
from the company. 


For your copy circle No. 152 on the 
Reader’s Service Card inside back cover 


Folder Describes New 
Reditype by Davidson 


A new folder describing Reditype, 
the new hand photo-composition 
method, has been issued by David- 
son Corp. (Brooklyn). Reditype is 
a method by which display headlines 
are set from reusable individual 
plastic letters. 

Reditype letters are “pasted-up” 
on a special transparent bed which 
has an adhesive surface. Alignment 
is achieved by means of a special 
Reditype layout board, which holds 
the transparent bed during compo- 
sition. 

Although only Spartan Medium in 
36, 72 and 144 pt. sizes is now avail- 
able, Davidson plans to have other 
faces and point sizes shortly. 

Reditype is designed primarily for 


Reditype .. . Anew method of photo com- 
position has been developed by Davidson 
Corp. Individual plastic letters, called 


“‘Reditype,’’ are ‘‘pasted-up’’ on an adhe- 
sive-coated transparent bed. 





GQAGNSALXAa SNNAA 


contemporary 


For the modern look, specify Venus 
Extended, a contemporary type of dignity, 
design, and elegance. Available in light, 
medium, bold, extra bold, and italics. 


BOT 
Bauer Alphabets, Inc. 2ss5 c.45 st.,n.v.17,N.V. KY 
Set in Venus Extended 
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Good Typography Looks Easy 


Here Tybe Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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...Saved over 30% 


in typesetting costs 
on one job with 
Warwick Fotosetter 


composition. 


~ . 
eat 


The Moloney Electric Company, through their advertising 
agency Hebert-Robinson, Inc. in St. Louis, needed 137 units 
of display composition, within 3 days, for a convention exhibit. 
It was estimated that six compositors would have required 
approximately a week to set the type in metal. 

This kind of job was “‘made to order’ for Warwick Fotosetter 
Composition. The large type for the entire job was set on the 
Fotosetter keyboard instead of the usual hand-set method. 

The deadline was met and the entire job completed in less 
than the 3 days of allotted time. 

When you have a job requiring: large type composition 
send it to Warwick Typographers . . . we feel certain you'll be 
as happy as was Moloney Electric Company with both the 
service and the cost. Write for complete Fotosetter Story today. 


Warwich “lypographers, tue. 


Dept. F-23, 920 Washington Avenue, St. Louis 1, Mo. 


Overnight by air mail from most of the United States 
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Insertions Combine To Earn 


Advertising Frequency Discounts 


*% Advertising Age % Industrial Marketing 
*% Advertising Requirements 
Advertisers using any combination of these 
publications issued by Advertising Publications, Inc., 
may combine total number of insertions to earn 
best frequency discount for each, 
minimum rate-holder regulations applying. 


Advertising Publications, 
200 E. ILLINOIS ST. «© CHICAGO 11, ILL. 


108 ¢ ar « November 1954 





contact direct positives or negatives. 
They can be made in minutes—with- 
out the use of camera or darkroom. 

In addition to fonts of Reditype 
faces, Davidson offers a complete 
line of Reditype supplies, including 
film, chemicals and accessory items. 
The complete story of Reditype is 
explained in the booklet, “Reditype 
—How to Use it.” 


For your copy circle No. 153 on the 
Reader’s Service Card inside back cover 


HE LUENIC 
WIDE 
much sought 
for today 


Hellenic Wide Imported 
By Bauer Alphabets Inc. 


Another typeface to supply the in- 
creasing demand of advertising ty- 
pographers for wider styles has been 
imported by Bauer Alphabets Inc. 
(New York). It is a square-serif 
face called “Hellenic Wide.” 

Although its origin dates back to 
the turn of the century, Hellenic 
Wide has characteristics much in de- 
mand today. Broad serifs contribute 
to the compactness of the design— 
an important factor in its high degree 
of readability. 

Hellenic Wide has been widely 
used in Europe for many years—par- 
ticularly where a distinctive wide 
typeface is required. 

Sizes available on the American 
point system are 10, 12, 14, 18, 24, 30 
and 42 pt. Specimen sheets are avail- 
able. 


For your copy circle No. 154 on the 
Reader’s Service Card inside back cover 


Transtik Enters Lettering 


Field with 33 Alphabets 


Newest entry into the rapidly ex- 
panding field of adhesive-backed let- 
tering sheets is Transtik, produced 
by the company of the same name in 
New York. Transtik made its bow 
into the field with 33 styles of hand- 
lettered alphabets printed on 10x14” 
transparent acetate sheets with pres- 
sure-senstitive adhesive backing. 

All of the Transtik alphabets carry 
a ruled guide line beneath the letters 
for use in aligning (placed over a 
penciled light blue guide line on the 
layout). 

The complete range of 33 styles is 
illustrated in a 16-page catalog avail- 
able from Transtik. 


For your copy circle No. 155 on the 
Reader’s Service Card inside back cover. 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


ae Display Supplies Visual Aids 
i. 
a 
WATT EOCRAPHING IMMEDIATE DELIVERY 


From Stock .. . 
Plexiglas 
®WE DO BEAUTIFUL 


aL 
WORK,AND PROUD OF IT: 7 @ .060 thru 3.000. 
®FINEST QUALITY, WHITE @ Clear and Colors. 


PAPER, GOOD LAYOUTS , @ Stock and Custom Cut Sizes. 
®DRAWINGS AT SMALL : 


EXTRA COST > Vinylite ay. MM SLI DES 


®PROMPT SHIPMENT-- | ADDITIONAL 


pi @ .010 thru .125-Si 20 x 50— 
2¢ HOUR SERVICE M's... $4.50 a1 x SI. een aw oe | | STRI PS 


PGIVE US A TRIAL-SEND “so anes eo @ Rigid and Flexible 


US YOUR ORDER TODAY AREAS, ADD 10% @ Clear—Matte—Colors. 5 A N i E R N S a D 3 S 


*®aSK ABOUT OUR NEW 


OFFSET DEPARTMENT Cellulose Acetate 


[* OFFSET PRINTING, i 
(JOVinwusraes | OUR LATEST @ Clear—Matte—Colors. 


CLs ANOELES IO°CALIF, “> mmmeemn : -" oe ee TRAINING SALES 


. . . for more details circle 221, page 111 @ And Sheets Cut to Any Size. for your 


PRICES THAT ARE RIGHT PROGRAM PRESENTATION 


: Telephone Dickens 2-2616 
STATEMENT OF THE OWNERSHIP, 


MANAGEMENT AND CIRCULATION | 
REQUIRED BY THE ACT OF CONGRESS TRANSILWRAP COMPANY 


UGUST AS AMENDED BY is invited 

OF AUGUST 24, 1912, AS AMENDE r 4 

THE ACTS OF MARCH 3, 1933, AND 2814 Fullerton Avenue (). ) s 

JLY 2, 19 i , Uni Ss sc \ i . t 

Far ie (eee Se Oo chioge 47, Lot: ABN, Decductions 
; =f : : 1647-49 Henvis Street 6419 North California Ave © Chi 45 ¢ Phone AM 2-414] 

Of Advertising Requirements published EASTERN DIVISION alitornia Ave icago one 

monthly at Chicago, Ill., for October 1, 1954. Philadelphia 40, Pena. WAAA 


1. The names and addresses of the pub- 


lisher, editor, managing editor, and busi- . . « for more details circle 273, page 111 - + + for more details circle 246, page 111 
ness managers are: 


Publisher, G. D. Crain, Jr., Evanston, Ill. 


Editor, S. R. Bernstein, Chicago, Ill. Stereo Slides 
Managing Editor, R. S. Hodgson, Glen- 
view, Ill. 


aciusiness Manager, C. B. Groomes, Deer- Tesueneniion STEREO SLIDE DUPLICATING 


2. The owner is: (if owned by a corpora- 
i F : Ay -Realist’’ type color slides 
tion, its name and address must be stated BS TTR Trlr A 


and also immediately thereunder the names Benger cadena eg wag 
and addresses of stockholders owning or . Ww a a4 TIME Mees pe nie par ar aera ts 
holding 1 percent or more of total amount ; 5, - A , ’ 

of stock. If not owned by a corporation, the 25 typesetting machines... MMS Li A 
names and addresses of the individual own- Lino » Mono + Ludlow + Foundry HEADLINER PRODUCTS 

ers must be given. If owned by a partner- ¢ P.O. Box 602 © KANSAS CITY 41. MO 
ship or other unincorporated firm, its name call AL 5-1770 at d . 
and address, as well as that of each individ- and get sat with . . + for more details circle 209, page 111 
ual member, must be given.) ; : HOWARD °- BULLARD, fae. , 


Advertising Publications, Inc., 200 East 


Illinois Street, Chicago 11, Illinois 150 VARICK STREET, NEW YORK 13,.N. Y. Advertising Specialties 
G ° A r., éUé Seema eee ee ee 


Your Inquiry 


oS 





Crain, < Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Mich- . . « for more details circle 176, page 111 
igan Avenue, Evanston, Illinois; S. R. ee ; a 
Bernstein and A. B. Bernstein, 5216 Black- A Complete Line of 


stone Ave., Chicago, Illinois; O. L. Bruns ADVERTISING SPECIALTIES 
and M. S. Bruns, 5826 N. Whipple St., Chi- 


cago, Illinois; Kenneth C. Crain, 238 East camenaie 
23rd St., New York City; ¢ B. Groomes, NA A 
1052 Warrington Rd., Deerfield, Illinois: Help Wanted , 
J. B. Miller and M. A. Miller, 409 S. Second P Ask for our representative to call 
Ave., Maywood, Illinois; B. G. Rehm and : 
H. M. Rehm, 4308 Churchill Rd., St. Mat- . - NEIL S. O'DONNELL LTD. 
thews, Ky.; G. L. Hamlin and E. K. Hamlin, ““ 652 Bayview Ave. TORONTO 17. MA. 0781 


Route 1, Vandalia, Michigan; Mary C. San- W ANTE D: 
ders, 611 Barton Place, Evanston, Ill.; M. E. | > ~ for more details circle 240 — 
Crain, and E. F. Crain, 2909 Sheridan Rd., | . l f 4 » f dene » pag 
Chicago, Ill.; Jessie W. Crain, Box 2059, } OC i lOn A SS e ee 
Carmel, California; Jane C. Ivie, 549 Addi- “CONVENTIONOR HAT” 


son Street, Chicago, Ill. ail ‘ 5 
This is a stitched brim, brown or blue denim, 


ur & Young man, 28-33, experienced 
3. The known bondholders, mortgagees, - 
and other security holders owning or holding in layout and adv. production, but that can be easily styled by the wearer to 
1 percent or more of total amount of bonds, | not an artist. Must love ty pe and any desired shape from sombrero to homberg. 
mortgages, or other securities are: None. Smal: ilets front crown for button attachment 
4. Paragraphs 2 and 8 include, in cases | have a natural “feel” for its taste- | if desired — specialty firm representatives 
where the stockholder << seen holder ful use. Ethical biological / pharma- everywhere. 
appears upo t a »00KS O the company as | ° ° ° 
teoaiiee be ra ae other fiduciary we: ceutical house — highly interesting STAN SPEER Incorporated 
the name of the person or corporation for field — located midwestern city of Citizens Bank Building, Prospect, Ohio 
whom such trustee is acting; also the state- | ‘ , . 
ments in the two paragraphs show the af- 30,000 pop. Write in complete con- - - . for more details circle 262, page 111 
fiant’s full knowledge and belief as to the fidence, enclosing several samples. 
circumstances and conditions under which ; . > . 
stockholders and security holders who do | Box 144, Advertising Require ments. ] . 
not appear upon the books of the company | Co or Reprints 
as trustees, hold stock and securities in a ca- | 
pacity other than that of a bona fide owner. 


5. The average number of copies of each bce Rea ACCURATE/ LOW IN COST/ 


issue of this publication sold or distributed, 


through the mails or otherwise, to paid sub- | Point-of-Purchase Salesmen with follow- Need 100 to 10,000 natural color 
secribers during the 12 months preceding the . amongst national users needed i ph he nee or art 
date shown above was: (This information is ing & gs é é s eede in copy rite GEM for samples and 


required from daily, weekly, semi-weekly several choice territories by one of AMAZING LOW PRICES. Low quo- 


: 1 : — : tations, too, on full color brochures, 
and tri-weekly newspapers only.) America’s largest producers of indoor and mailers, post cards. 
G. D. CRAIN, JR. 


Sc hiiel outdoor illuminated plastic signs. HR ” e 

ublisner rc | 

. For Oo 7 ‘ Ss Sc ‘j e yeTore 1e is 2 wae i NE , Tm 
ed a a oo ' P , ” - sti | Contact TEL-A-SIGN, INC., 140 Ww. 54th St., rep “ LWAUKEE 4 i 

(Seal) EDITH M. STEGER Chicago, Ill. 


(My commission expires April 3, 1956.) 











. for more details circle 201, page 111 
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tention: 


SUOPDOOOEEEDEOEEODSOOEESUSUCUOOOEOOESEOSOOOESOLOOOOSEOOOOOOSOROEEGDOOOESOUOEOUOUOOESEEROOROROEOULEDOESUOGUOUOOESEGONGOOOEDOLSOROROONOLOOEEEROODEEODEA COED NOE RODOOEDOOROOEOIOLONODORUOOUDOOOEDOOOOURORECONOONONOHESEOGHOGEGEEE 
’ 


The “key number” preceding the name of 
each advertiser listed below corresponds to a 
number on the Readers’ Service cards on the 
following insert pages. If you desire additional 
information concerning the products or services 
offered by any AR advertiser, all you need do 
is to circle the number on the Readers’ Service 
card corresponding to the number shown in the 
index. The same numbers appear at the bottom 
of the advertisements, themselves. 


COOEEUEEOESUEEOEOEOOOESOOECECUSOOSUOEOOEGOOESDEDOEEEOOOOCESEOUOGEOUSEORDOEEOOROOR OOOH RORHROEEOREOT ERS 
Readers 
Service 

Number 


Advertiser Page 


161 Acme Gravure Services Inc. 57 
162 Acrolite Products Incorporated 95 
285 Advertising Trades Institute, Inc. 82 
168 American Decalcomania Co. 39 
163 American Neckwear Mfg. Co. 63 
164 Animated Cartooning School of America 96 
167 Appleton Coated Paper Company, The 81 
166 Authenticolor Inc. 93 
165 Avery Paper Company 45 


169 Bartz, F. H. 96 
170 Bauer Alphabets, Inc. 

171 Belford Co., Inc. 

172 Black Box Collotype Studios, Inc. 

173 Brown Advertising Agency, Inc. 

174 Brown & Bro., Arthur 

175 Buffalo Photo Company 

176 Bullard, Inc., Howard O. 

— Bundscho, Inc., J. M 

177 Burrelle’s Press Clipping Bureau 


Capex Company, Inc., The 
Chart-Pak, Inc. 
Chicago Cardboard Company 
Clement Co., J. W. 

- Collins, Miller & Hutchings, Inc. 
Colorfax Laboratories 
Comet Press, Inc., The 
Craftint Manufacturing Co., The Inside Back Cover 
Crocker Co., Inc., H. S. 54 
Crocker Co., Inc:, H. S. 58 
Copeland Displays, Inc. 44 
Cousino, Inc. 52 


Delsam Company, The 64 
D'Lite Products Co. 61 
Dot Engravers, Inc. 72 
Du-Plex Onvelope Corporation . 78 
Durable Rubber Products Co. 46 


Eastman Kodak Company 30 
Engel, Inc., J. A. 58 


Filmotype Corp. 14 
Fredman-Chaite Studios 93 


Gair Company, Inc., Robert 

General Exhibits & Displays Inc. Back Cover 
General Outdoor Advertising Co. 39 
Gilbert Paper Company 83 
Glo-Brite Products, Inc. 69 
Grace Sign & Mfg. Co. 4l 
Graphic Arts Corporation of Ohio 74 
Graphic Enterprises of Milwaukee, Inc. 109 
Grubb & Co., G. R. 6 
Gymer, Frederick E. 78 


Hammermill Paper Company 9-10 
207 Hankscraft Company, The 47 
208 Hansen Mfg. Co., Inc. 48 
205 Harper & Brothers 
206 Haugan Advertising Inc. 
209 Headliner Products 
204 Henry & Son, N. 
210 Herbert Co., H. T. 
212 Hollywood Banners 
214 Holyoke Card & Paper Co. 
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Readers 
Service 


Advertiser Page 
Number 


213 Horan Engraving Company, Inc. 74 


215 Indiana Wire & Specialty Co., Inc. 12 
216 International Color Gravure, Inc. a 
217 Ivel Corporation 101 


218 Jackson Printing Co. 58 
219 Jahn & Ollier Engraving Company 74 
220 J.J.K. Copy-Art Photographers 95 
221 Joy Industries 109 


222 Kleen-Stick Products, Inc. ll 
223 Komisarow Studios, Don 96 
224 Kurshan & Lang Color Service 95 


284 Lacey Corp., Merritt 72 
225 Lee, Arthur B.. 106 
226 Letter-It 106 


228 Major Photo Co. 96 
283 Mask-o-Neg . 94 
191 Mat-Stereotype Service 22 
229 McGrath and Associates, Thomas F. 

230 Mergenthaler Linotype Co. 

235 Meyercord Co., The 

234 Modern Clock Advertising Co. 

231 Monsen-Chicago . 

232 Moss & Co., M. E. 

233 Mulson Studio 


Naz-Dar Company 
Neenah Paper Company 
236 Neon Products, Inc. 
237 Nestor Productions, Inc. 
238 Northwest Paper Company, The 15-16 
239 Northwestern Photo Engraving Co. 8 


240 O'Donnell Ltd., Neil S. 109 
241 Ohio Advertising Display Co. 42 
242 Oxford Paper Co. Inside Front Cover 


244 Palm, Fechteler & Co. 38 
245 Perfo Mat & Rubber Company 40 
251 Perma Products Co........ 62 
246 Pilot Productions Inc........ 109 
247 Pioneer Rubber Company, The 60 
248 Pontiac Engraving and Electrotype Co. 5 
249 Poole Bros. Inc. 17 
250 Porcelain Enamel Finishers 42 


254 Rapid Copy Service, Inc. 92 
252 Rapid Electrotype Company, The 2 
253 RCA Victor Custom Record Sales 61 
255 Reilly Electrotype Company 26 
256 Remington Rand Inc. 20 
257 Robertson Sign Co. 


268 Sales Tools, Inc. 

266 Screen Process Printing Association 
258 Seal-O-Matic 

259 Service Bindery Co.., Inc. 

267 Sheraton Hotels 

260 Sickles Photo-Reporting Service 

261 Sloves Mechanical Binding Co., Inc. 
262 Speer Incorporated, Stan 

263 St. Regis Paper Company 

264 Superior Engraving Company 

265 Switzer Bros., Inc. 


Tel-A-Sign, Inc. 
270 Tel-A-Story, Inc. 
271 Thayer & Chandler 
272 Thilmany Pulp & Paper Company 
273 Transilwrap Co. 


274 Underwood & Underwood 
275 Union Rubber & Asbestos Co..... 

- United States Envelope Company 
276 Varigraph Co., Inc. 
277 Veritone Company 
279 Victoria Printed Products, Inc. 
278 Volk, Jr. Art Studio, Harry 
280 Walk, Jay P. 
281 Warwick Typographers, Inc. 
282 Webster Electric Company 





SRSSSIOE SOI ISS 


a Advertising 


Requirements 


Seat iE: 
NOTE 


Se anette al 


¥%& Send for these helpful selling tools 


101/Circle on Readers’ Service Card 
Changeable Copy Booklet 

..-illustrated catalog shows examples of 
changeable copy displays. (Page 41) 


Christmas Gifts 

... the items listed below are described in 
detail in the article on business Christmas 
gifts. (Page 63) 


102/Circle on Readers’ Service Card 
Old Auto Ash Trays 


103/Circle on Readers’ Service Card 
Susan-Table 


104/Circle on Readers’ Service Card 
Case Lot Cheeses 


105/Circle on Readers’ Service Card 
Pocket Printer 


106/Circle on Readers’ Service Card 
Deluxe Wall Barometer 


107/Circle on Readers’ Service Card 
Push Button Fire Extinguisher 


108/Circle on Readers’ Service Card 
Pocket Level 


109/Circle on Readers’ Service Card 
Nu Pal Lint Remover 


110/Circle on Readers’ Service Card 
Desk Sign 


111/Circle on Readers’ Service Card 
Pegasus Decorated Glassware 


112/Circle on Readers’ Service Card 
Honey Plank 


113/Circle on Readers’ Service Card 
Goldie Shine 


124/Circle on Readers’ Service Card 
Christmas Carol Booklet 


125/Circle on Readers’ Service Card 
Christmas Tidings 


126/Circle on Readers’ Service Card 
Santa Pencil Holder 


127/Circle on Readers’ Service Card 
Imprinted Ballpoint Pens 


128/Circle on Readers’ Service Card 
Christmas Records 


129/Circle on Readers’ Service Card 
Christmas Displays 


130/ Circle on Readers’ Service Card 
King Size Matches 


131/Circle on Readers’ Service Card 
Stock Christmas Art 


132/Circle on Readers’ Service Card 

New Type Fluorescent Signs 

... details on a long-life sign claimed to re- 
sist fading, flaking and scratching. 


(Page 42) 


Readers’ 


Service — 


133/Circle on Readers’ Service Card 
Nitelighter for Signs 

... details on device which automatically 
turns on signs or other display lights after 
dark. (Page 42) 


134/Circle on Readers’ Service Card 

Two New Magnetic Tapes 

... details on “Extra Play” and “PE Back- 
ing,” two new magnetic recording tapes de- 
signed for long, uninterrupted recordings 
and durability and rough handling, respec- 
tively. (Page 52) 


135/Circle on Readers’ Service Card 
Fold-Down VisualCast Projector 

... folder describes new VisualCast model 
with staff which folds down for convenience 
in handling. (Page 52) 


136/Circle on Readers’ Service Card 
Orchids of Hawaii 

... literature describes orchid service for 
giveaways, holiday events, anniversary 
sales, company parties, etc. (Page 66) 


137/Circle on Readers’ Service Card 
Fluorescent Tape 

... folder describes pressure-sensitive tape 
with fluorescent printing. (Page 69) 


* Please print or type information below 


Title 





Dept. 
— Company 


a -Products 





21111 





i 


* Please send me the following: 


Items mentioned in editorial columns: 


101 102 103 104 105 106 107 108 109 110 
114/Circle on Readers’ Service Card 111 


112 :113)«1914 «195 «2196 «2117:«dB «119 «120 «121:«2122«2123«©2124«3«:125«C«:126 «2127 «2128 «2129 «2130 
Versa-Tool 


131 132 133 134 135 136 137 138 139 140 141 142 143 144 145 146 147 148 149 150 
115/Circle on Readers’ Service Card 151152 _ 153 _ 154 155 

Piaelzer Steaks More details from AR advertisers: 161 
116/Circle on Readers’ Service Card _ W711 172 173 174 175 176 177 178 179 180 181 
Paper-Mate Capri , 191 192 


162 163 164 165 166 167 168 169 170 
182 183 184 185 186 187 188 189 190 
193 194 195 196 197 198 199 200 201 202 203 204 205 206 207 208 209 210 
212 213 214 215 216 217 218 219 220 221 222 223 224 225 226 227 228 229 230 
231 232 233 234 235 236 237 238 239 240 241 242 243 244 245 246 247 248 249 250 
251 252 253 254 255 256 257 258 259 260 261 262 263 264 265 266 267 268 269 270 


117/Circle on Readers’ Service Card 211 
D'Lite Desk-Rule Lighter 


118/Circle on Readers’ Service Card 


Vanity Lite 


119/Circle on Readers’ Service Card 
Preserves-Jellies 


120/Circle on Readers’ Service Card 
Penciliter 


121/Circle on Readers’ Service Card 
Daily Dozen Rubber Stamp 


122/Circle on Readers’ Service Card 
Traveler Tool Kit 


123/Circle on Readers’ Service Card 
Magazine Subscriptions 


Christmas Greetings 


...the items listed below are described in 

detail in a special article on unusual meth- 

ods for sending Christmas greetings. 
(Page 56) 


» 


Use these return cards 
for publications 
mentioned on this page 


| 271 272 273 274 275 276 277 278 279 280 281 282 283 284 285 


ge 


Will be Paid 
by 
Addressce 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chieago 11, Ill. 


* Note: Inquiries for items listed not serviced beyond February 15, 1955 


TT 





ar Adwertising 


HRequirements 


te Send for these helpful selling tools 


138/Circle on Readers’ Service Card 

Ozalith Offset Plates 

... details on Ozalith plate, a positive work- 

ing, alumiaum offset plate that can be made 

directly from any translucent original. 
(Page 74) 


139/Circle on Readers’ Service Card 

EKleenie Hectograph Units 

... details and samples on pre-assembled 

hectograph units designed to eliminate dye 

stains from fingers, clothes and equipment. 
(Page 77) 


140/Circle on Readers’ Service Card 
Household Color Trends 

... booklet discusses color trends in house- 
wares, wallpaper, textiles, kitchens and 
bathrooms. (Page 77) 


141/Circle on Readers’ Service Card 
Monthly Mail Piece 

--.- sample copies of 7x10” monthly publica- 
tion with standard content and front page 
left open for user's advertisement. (Page 78) 


Postage 


Will be Paid 


— — 


Readers’ 
Service 
Dept. 
21111 


by 
Addressee 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


—_—— i 


Readers 
SOCIO! 


142/Circle on Readers’ Service Card 
Giant Letter 


...- details on 5x12” envelope and 22x34” 
letterhead for use in making special an- 
nouncements, displaying on windows, etc. 

(Page 78) 


143/Circle on Readers’ Service Card 
Business Booster Cards 

...-samples and details on humorous and 
semi-humorous cards designed for collect- 
ing delinquent accounts, thanking customers, 
and similar uses. (Page 78) 


144/Circle on Readers’ Service Card 
Flexible Display Units 

... folder describes Flex-O-Units, which in- 
clude panels, platforms, tables, shelves, 
signs and overhead units designed for a 
variety of display combinations. (Page 101) 


145/Circle on Readers’ Service Card 
Display Merchandisers 

... folder includes photographs and descrip- 
tions for four display merchandisers by 
Harve Ferrill & Co. (Page 48) 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


* Please print or type information below 





Company 


Address__ 


* Please send me the following: 


Tite — 
Products__.._ 
City & Zone 


Items mentioned in editorial columns: 101 102 103 104 105 106 107 108 109 110 


lll 112 113 114 115 116 117 118 119 120 121 122 123 124 125 126 127 128 129 130 
131 132 133 134 135 136 137 138 139 140 141 142 143 144 145 146 147 148 149 150 
151 152 153 154 155 

More details from AR advertisers: 161 

171 172 173 174 175 176 177 178 179 180 181 

191 192 193 194 195 196 197 198 199 200 201 202 203 204 205 206 207 208 209 216 
211 212 213 214 215 216 217 218 219 220 221 222 223 224 225 226 227 228 229 230 
231 232 233 234 235 236 237 238 239 240 241 242 243 244 245 246 247 248 249 250 
251 252 253 254 255 256 257 258 259 260 261 262 263 264 265 266 267 268 269 270 
971 272 273 274 275 276 277 278 279 280 281 282 283 284 285 


* Note: Inquiries for items listed not serviced beyond February 15, 1955 


146/Circle on Readers’ Service Card 
Display Turntables 

.-» Gale Dorothea catalog lists display turn- 
tables, animator devices, battery oscillators, 
automatic page turers, etc. (Page 48) 


147/Circle on Readers’ Service Card 

Thin Printing Papers 

-+-specimen booklet shows samples of 
onion skin, manifold and other lightweight 
papers. (Page 84) 


148/Circle on Readers’ Service Card 
Coated Papers 

--. Swatch books of three grades of coated 
papers, descriptions of the papers and a 
table of mill stock are available from Cham- 
pion-International Co. (Page 84) 


149/Circle on Readers’ Service Card 
Stoneridge Paper Stock 

-.. specimen folder demonstrates qualities 
of Stoneridge stock for screen process print- 
ing. (Page 8&4) 


150/Circle on Readers’ Service Card 
Plastic Color Chart 
... Chart contains color strips of Mirro-Brite, 
metallic plastic by Coating Products, in- 
eluding prices, sizes and color list. 

(Page 84) 


151/Circle on Readers’ Service Card 
Reading Recorder 

.-. illustrated brochure describes instrument 
for observing how users read parts of a 
page or advertisement. (Page 96) 


152/Circle on Readers’ Service Card 
Lettering Guide 
--- details of Major-Art lettering system for 
producing variety of lettering styles with 
limited number of lettering quides. 

(Page 106) 


153/Circle om Readers’ Service Card 

Reditype 

--- booklet details story of Reditype, new 

hand pheto-compositien method for setting 

display heads from reusable plastic letters. 
(Page 107) 


154/Circle on Readers’ Service Card 
Hellenic Wide Typeface 


--- Specimen sheets available on imported 
square-serif typeface. (Page 108) 


155/Circle on Readers’ Service Card 
Transtik Lettering 


-»-samples and catalog are available on 

adhesive-backed lettering sheets, including 

33 styles of hand-lettered alphabets. 
(Page 108) 


4 


Use these return cards 
for publications 
mentioned on this page 





are you , 
drawing “bored?” eo to Craftint 


art materials...for 


easier, faster, 


better art! 


For unbelievable savings 

in time and money, try these 

exclusive Craftint shading 

~ mediums as short cuts 

to better art... Singletone and 

Doubletone, the drawing boards with the invisible 
built-in shading screens .. . Craf-Tone, the 
adhesive-backed all-embracing shading medium 
... Craf-Type, the jiffy adhesive-backed 
alphabets . . . Craft-Color, the adhesive-backed 
quick color system available in 19 beautiful shades. 


You'll also find these other Craftint products the best start toward good art 
Art Papers and Pads - “66” Drawing Inks +» Show Card Colors + Artists’ Brushes 
“Kleen-Stik” Rubber Cement - Acetate Sheets and Rolls » “Spray-Art” Fixative 


Cc raftint 


THE CRAFTINT MANUFACTURING CO. + 1615 COLLAMER AVE. + CLEVELAND 10, OHIO 


for more details circle 183, page 111 















HOW TO GET BETTER VALUE FOR YOUR EXHIBIT DOLLAR 


.....-.CONSULT A SPECIALIST 








WHETHER 


you need an unusual display like this, with a 


soc tsiit oe aetna: Hae 
ocean ot Loviong 


se Epes 
Nesietiin ten 





— special counting mechanism 4 feet wide 
to record the U.S. population increase, one 


person every 2 seconds...made for DU PONT 


OR 


an exhibit like this jet engine, which 
we cut away, mechanized to ex- 
pand in 7 sections like an accor- 
dion and synchronized with sound 





an attractive, well lighted, easy to set up— 
easy to ship exhibit like this, for 8’ to 10’ 
wide booths. 







S 
Penoeat exhibits and displays, ine. 


C Y 2100 N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 






